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EMPIRE 


BOLTS & NUTS 


7000 to | 


The big fellow weighs 24 lbs. 
It takes 19 of his little brothers 
to make up even one ounce—over 
7,000 to equal his own weight! In 
between these two extremes there are 
Empire nuts of every conceivable size. 
Giant or dwarf, the same skill and 
accuracy, the same quality and work- 
atolakialioMialel male hZ-Miilelo (Miata ui) lig 
brand known wherever bolts and 
nuts are used, go into the mak- 
a . ing of both of them. 
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. poiaat bapa tion that cheap paint saves money. Let 
§ carastasan ; 
. ‘ teachioblast?| the Chart prove that short-lived cheap 
| But-how longwill each job last’ ; 
xe eam paint can save only $4 on first cost 
a wbnguct dig of painting while quality paint saves 
paar 5 $283.55 over a five-year stretch. 





| $479.03 


Step out to the bigger profits of quality 
Q ‘479.03 paint selling — and let 


aN 19548 the smashing Pittsburgh 
$983.55 te|  “Swat-the-Cheap-Paint- 
Forget'gallonsfigureinyears) Humbug” advertising 

of economy and protection/ campaign help you do it! 


Send for the Pittsburgh 
Dealer Proposition now. 
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PITTSBURGH PLATE GLASS Co. 


Paint, Varnish and Lacquer Factories, Milwaukee, Wis. Newark, N. J., Portland, Ore., Los Angeles, Cal. 
SOUT SRS) So a ee TTT PITT SBURGH 
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Our 29th Anniversary 


ACK in the year 1901, National Manufactur- 
ing Company started in a small, one-story 
building to design and manufacture builders’ 


hardware of quality. 


Today, the business carries on in a spacious, 


modern plant that we are proud of. For nearly 
three decades 


National 


has supplied the trade with products of un- 
varying excellence. And our policy — Direct 
Sales to the Dealer—has been unchanged. This 

- means greater profit for the dealer and better 
value for the consumer. 


Plans for the future anticipate the extension 
of our line of merchandise to adequately meet 
the requirements of tomorrow. 








(m) 





National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 

DOOR LATCHES 
SCREEN HARDWARE 

STRAP AND TEE HINGES 

HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 


We take this opportunity to express our 
appreciation to our dealers for their 
loyal cooperation over a span of twenty- 
nine years. And we pledge continuance 
of our successful business policies. 


NATIONAL MANUFACTURING CO. 
STERLING, ILLINOIS 
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Don't judge a man’s pocketbook 
by the clothes he wears 


It pays to offer a cus- 
tomer the dest first, 
even if you think he 
can’tafford it—foroft- 
en he can—and will. 


7 5 7 


T’S easier to come down 
a hill than to climb it. 
No matter whether a cus- 
tomer looks prosperous or 
not, offer him your best 
article first. Here is one example of why: 


A Corbin representative was waiting for the owner 
af a store. A customer came in, sloppily dressed. 
He asked in a foreign accent for a night latch. The 
clerk took one glance at him and pulled down a 
$1.25 article. 

“Ts dees a gude von?”’ asked the customer. 

“Yes” was all the clerk answered—too cocksure 
of his man to even try to take advantage of this 
opening. 

“Vell, all right, I take it—eef you say so” 


5 sales of the $1.25. Even if this one had 
proved too high, there were four grades in 
between which could have brought 11% to 4 
times as much profit. 


It is this kind of salesmanship, or lack of it, 
that costs so many merchants thousands of 
dollars a year. Don’t let it happen to you. 
The surest way to prevent it is not only to 
keep tabs on how your 





plays of various grades 
of every important item. 


Take night latches. Shown 
on this page is the handy 
Corbin display—No. K-28. 
On it are six grades of 


this is displayed in your 
builders’ hardware depart- 
ment, you can take the 
customer to it, and with- 
out pulling down boxes, 
demonstrate the action 
and features of the highest priced one. You can 
show by quick comparison exactly why it gives 
value that justifies its cost. Then, if the customer 
feels its price too high for his purpose, the others 
are there for him to see and handle 

Make up your mind you are not going to lose any 
profits you can help. Take the first step today. 
Order one of the K-28 Displays. Do this now and 
we will do two other things to help you make each 
sale a bigger one. 


(1) We will send you a personal copy of “Step- 


printed with your name, address and ‘phone 
number—and small enough to go out in en- 
velopes with your bills. 


Decide on the quantity of folders you need— 
send us the names of the clerks you wish to 
receive copies of “Stepping Up”—and we 
will get them off to you as fast as possible. 
But write today. Remember, there will be 

many other requests and 


; ping Up” —the Corbin retail sales manual that 
mumbled the customer and pulled out a has done so much to help other merchants 
twenty dollar bill. boost their profits on hardware—also one addi- 
The Corbin man was stunned. On the shelves tional copy for each of your clerks. Tell us 
behind this clerk were six grades of night how many. 
latches—from $1.25 to $6. The profit on one (2) We will also supply you with folders de- 
sale on the $6 night latch would have equalled scribing Corbin Night Latches—each one im- 





goods are sold, but—in P & F, CORBIN ‘RS? CONNOULS AL we must be fair to every- 


builders’ hardware—to see 
that you have ample dis- 
New York 


The American Hardware Corp., Successor 


Chicago 


body. First come, first 
served. Do it now! 
Philadelphia 


ome &F. = 





GOOD BUILDINGS DESERVE GOOD HARDWARE 
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Corbin Night Latches. If 
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eisai complete 


information on Bassick 
line of Nationally 
advertised 


Casters... 

NoMar Furniture Rests 
and Other Floor 
Protection Equipment 


h pprinisage find in this new catalog— 
types of casters which will enable 
you to better fill your customers’ needs 
—and helpful sales suggestions. 

This catalog has been prepared for 
your use. The items are few in number, 
but represent a complete service. There 
is an article to answer every Customers’ 
requirement. Bassick casters are sold 
through jobber to independent dealers. 
Leading jobbers are ready to serve you. 

Mail the coupon for your copy today. 
It’s a real directory for a profitable, all- 
season department of your store. Don’t 
overlook it. 


THE BASSICK CO., Bridgeport, Conn. 


Bassick 


“For 34 years the buy-word for fine casters 
and furniture rests.” 









Now eady 


ew Bassick Dealers Catalog 











**Drive on’”’ Bassick Casters 
NoMars A size and type 
ie Sor every piece 
Ideal for furni: of farntture. 


ture not bored 
Sor caster sock- 
ets, protects 
rugs, linoleums, 
polished floors. 


<2 


AN ITEM FOR EVERY NEED 

ee 
% 
a 





Plate Casters 
Casters for Chests, 
Boxes, and all gen 
eral utility needs. 


**Socket’’ NoMars 
Fit snugly into caster 
sockets and give per- 
fect floor protection, 


a THE BASSICK COMPANY, BRIDGEPORT, CONN. 
Please send me the New Bassick Dealers’ Catalog. 
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THREE|MIPERIAL 
BLADE 1 The Jobber Gets FULL PROFIT 


2 The Retailer’s Profit on 
IS BETTER 


pa ee a oe 3 Your Customer Gets the Extreme 





kel ML) 








EVERY IMPERIAL blade possesses a 
strong, durable, keen cutting edge. 


Blade Quality and Stamina equal the 
best American Standards—none better— 
Imperial Knives are of honest, solid con- 
struction throughout. 


Every IMPERIAL Knife is warranted to 
give Complete and Lasting satisfaction. 


THE IMPERIAL KNIFE COMPANY, in its 
modernly and scientifically equipped plant, manu- 
factures knives of Quality in the Popular Price 
Range Only. 


THE IMPERIAL KNIFE COMPANY enjoys 
unequalled distribution for its product through 
recognized jobbing channels throughout the 
United States. More than 90% of its product is 
distributed by hardware jobbers. 





IMPERIAL also manufactures a strong line of 
knives to sell at 50 cents. 




















IMPERIAL 


PROVIDENCE 
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on IMPERIAL Three-Blade Knives 


Sell for 
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Three-Blade IMPERIAL Knives 


THAN USUAL 
of Good, Honest Value for His Dollar 


(Illustrations actual size) 








PROFIT, next to quality, counts most of all in ; 


merchandising IMPERIAL Knives. IMPERIAL 
QUALITY has been clearly proved—it is recog- 
nized and unquestioned. 


PROFIT has been just as clearly proved to the 
complete satisfaction of the large number of 
hardware jobbers throughout the United States 
who are the distributors. IMPERIAL Knives 
are easy to sell at a good profit by the retail deal- 
er—And He Knows It. 


Most important of all, when your customer buys 
and uses an IMPERIAL Knife, he knows that he 
owns a knife of dependable blade quality and 
serviceability. He knows, too, that he has bought 
a good knife for very much less than the price 
he’d be asked to pay for a knife of equal value if 
made by other manufacturers. 


These are REASONS why the IMPERIAL 
KNIFE COMPANY, after a brief period of 12 
years, now manufactures and sells yearly many 
more thousands of dozens of American pocket 
knives than any other maker. 








KNIFE Co. 


RHODE ISLAND INC 
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Remington Cash 
Register Model 436 


How’s Business With You? © 


F business went on getting better and better every year 
with never a set-back, we’d grow careless. We need a depres- 
sion now and then to make us check-up on our methods—to 
make us look around for waste and inefficiency. When a de- 
pression does come, it is felt least by those with the best records 
and the best cash systems. 


Those who have been far-sighted enough to install Remington 
Cash Register Systems are never fooled about their own businesses. 
Whether business is good or bad they know day by day just what 
they’re doing. There are no unpleasant surpriseslying in wait for them. 


Remington Cash Registers force you to know how you stand. They pro- 
tect your cash, and they give you the information about each day’s trans- 
action that you need. The exclusive features they provide are years in 
advance of other machines. Whether your business is good or bad, 
now is the time to buy a Remington. It is as important to reduce losses 
as it is to increase profits. 












































In the past nine years Remington has introduced more new features than all 
other cash register manufacturers combined. ( The only way to get all the 
Remington features is to buy a Remington. 


REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, lion, N. Y. 
Subsidiary of REMINGTON ARMS CO., Inc. 

Manufacturers of Remington Firearms, Ammunition and Cutlery 


Remington, 
Cash Registers 





© 1930 R. C. R. Co, 3452 
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“We Know Cyclone Lawn Fence’ 








HARDWARE AGE for OCTOBER 16, 1930 9 


9 





— say home owners everywhere | —— | 
Wile ornare 







Easier to sell and 
more profitable because 
nationally known for 
outstanding quality 


The customer is king. He controls your 
front door, your cash drawer and the turn- 
over of every item on your shelves. It pays 


They look for the to please him. 
Red Tag — the 


mark of quality 7hen he mentions lawn fence, be prepared 
to point to a roll labeled with the Cyclone “Red Tag” 
and hear him say “Exactly what I want”. Home owners 
everywhere have used Cyclone “Red Tag” Lawn Fence 
for many years. It’s the only kind they know. They at 
once recognize the Red Tag as the old familiar symbol 
of quality and maximum fence value. 





A go “D5 


Indelibly Branded 
' 











Many new improvements are introduced in Cyclone 
Lawn Fence this year. An extra cable has been added at 
the bottom—providing extra strength where it is most 
needed. This is an exclusive Cyclone feature. 


Cyclone “Red Tag”-Lawn Fence is now branded by a 
new method for your protection. Metal Red Tags woven- 
in at the factory identify the genuine Cyclone “Red 
Tag” Lawn Fence—sold only under the Cyclone name 
and only through Cyclone jobbers and dealers. 



















Remember Cyclone is a nation-wide organization. Wide- Note how the metal “Red Tags” 
ly distributed warehouses are ready to make immediate are woven into the fabric. They 
shipments at all times. Order through your jobber. If he or 

does not sell Cyclone Lawn Fence write to us for the poet enigen in Aerated 


name of the nearest jobber who does. only at the factory. Placed at 


oe 











Cyclone “Red Tag’”’ 
ire Screen Cloth 


Made in only one 
grade — the highest. 
Sold only under 
the Cyclone name 
and only through 
Cyclone jobbers. If 
your jobber cannot 
supply you write for 
e name of the 
nearest Cyclone 
jobber. 





Cyclone Catch- 
All Baskets 


A practical home 
necessity that makes 
a profitable all-year 
seller. Very strong 
and durable. En- 
dorsed as a safe 
rubbish burner by 
city officials. Order 
from your jobber. 








intervals of 20 feet. They pro- 
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Cyclone #1. 
REG.U.S. PAT. OFF. 


Fence.-*Gates 








CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ill. 
Branch Offices in All Principal Cities 


Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 





SUBSIDIARY OF UNITED STATES STEEL CORPORATION © C. F. Co. 1930 





AMERICAN BRIDGE COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY 

Pacific Coast Distributors ~ Columbia Steel Company, Russ Bldg., San Francisco, Calif. 


PRINCIPAL SUBSIDIARY 
CARNEGIE STEEL COMPANY 
CoLumBIA STEEL COMPANY 
Cyctong Fence COMPANY 





MANUFACTURING COMPANIES 
FEDERAL SHIPB’LDG. 4 Dry DocKCo. THE LORAIN STEEL COMPANY 
ILLINo!Is STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co. 
NATIONAL TUBE COMPANY UNTVERSAL ATLAS CEMENT COMPANY 
Export Distributors—United States Steel Products Conipany, 30 Church St., New York, N.Y. 
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BIONSMIEINE SoG 
DiS JOIN 


No. 338 FLEXOLITE* 


SHAPED 
HANDLE 


No. 328 FLEXOLITE* 


STRAIGHT 





ONLY 3 SIZES 
INSTEAD OF 13 





No. 28 FINISHING 


STRAIGHT . 





The Disston Line is simplified. 
You can meet every demand for 
the lightest weight finishing trow- 
els, with straight handles, by hav- 
ing just three sizes; 412" x 1044", 
434" x 11", 434" x 11%4"—one cor- 
rect length for each width. 

In other lines you are asked to 
carry as many as thirteen differ- 
ent sizes, in four widths and five 
lengths. 

These Disston Trowels are 
made as plasterers want them. 
They have mountings of drop- 
forged, heat-treated aluminum 
alloy (not castings). They have 
ten countersunk rivets. 


ONLY 3 SIZES Pa 
INSTEAD OF 13 


USED FOR 
BROWNING 


ONLY 5 SIZES | 
aS 
INSTEAD OF 22 


This trowel is exactly the same 
as No. 328, except that it has a 
California pattern handle. It is 
made in the same three sizes only: 
444" x 1014", 434"x 11", 434"x 114". 


* Disston Trade-Mark 


IN THE LINE 


In some lines there are thirteen 
different lengths and widths, but 
none with the perfect balance, 
greater flexibility and lighter 
weight of the Disston No. 338. 
Blades of No. 338, like those of 
all other Disston Trowels, are 
made from Disston Steel, hard- 
ened and tempered. The long 
mounting, with flat thumb rest, 
is fastened to the blade with ten 
countersunk rivets. 


* Disston Trade-Mark 


INSTEAD OF 


You would not want to carry 22 
different lengths and widths of 
the same finishing trowel! It is 
entirely unnecessary, for you can 
get all the straight-handle light- 
weight finishing trowels you need 
in the six sizes of Disston No. 28 
Finishing Trowels These widths 
and lengths are: 44%"x 10", 442" x 
10%", 4%" x 11", 4%" x 114", and 
5° x 12°. 

Disston No. 28 Trowels are of 
the same design as No. 328 Flexo- 
lite, except that they have ferrous 
metal mountings instead of alum- 
inum alloy mountings. 
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jIS FINE 
LING aks 


No. 38 FINISHING 


ALES of Disston Plasterers’ 
Trowels in 1930 have broken all 
records. Thousands more than 
ever before will be sold this year. 


The plasterers themselves have de- 
cided that Disston Trowels are the 
trowels to buy, because these trowels 
have (1) Perfect Balance, (2) LessWeight, 
(3) Greater Flexibility. They are '‘Made 
as Plasterers Want Them.’’ 


Hardware merchants have decided 
that Disston Trowels are the trowels for 
them to buy, because they insure(1) Faster 
Turnover (fewer numbers to buy); (2) 
Cleaner Stocks (live sellers only); (3) 
Easier Selling (consumer demand). 


In the new Disston Line of plasterers’ 
and cementers’ finishing ‘trowels, there 
are only five styles, which are made in 
21 sizes instead of 91 sizes. Actual sales 
figures show that these five styles, in the 
21 sizes, will take care of practically every 
demand. All these trowels have lacquer 
finish, to prevent rust in your stock. 


Think of the saving, in investment, 
in stock keeping, in satisfying your cus- 
tomers, that comes from concentrating 
on these five numbers! There’s hardly 
a good plasterer or cement finisher any- 
where who can’t be suited with them. 
You know what to buy and what to sell. 
Disston Standardization takes the mystery 
and worries out of the trowel business. 


Get Disston Trowels from any jobber 
who stocks what the plasterers are buy- 
ing today. Make up your order from this 
page, a handy guide to buying, or write 
for “The New Disston Trowel Catalog.” 


HENRY DISSTON & SON, INc. 
Philadelphia and Toronto 
America’s First Makers of Plasterers’ Trowels 








SHAPED 
HANDLE 
















ONLY 5 SIZES 
Pees - > Re 
INSTEAD OF 7 
BRE See eee 


Disston No. 38 Finishing Trow- 
els are exactly like No. 28, except 
that they have California pattern 
handle. Five sizes, one of each of 
five different lengths, take care of 
every requirement of merchant 
and plasterer, instead of from 
seven sizes up, as in other lines. 

Standardized sizes of Disston 
No. 38 Finishing Trowels are 
4%" x 10", 4%" x 10%", 43%" x 11", 
4%" x 114", and 5"x 12". Why 
carry other sizes, for which ‘no 
real demand exists in trowels of 
this type? 

No. 38 has ferrous metal mount- 
ing, attached to blade with ten 
countersunk rivets. 


aN 







No. 68 CEMENTERS 


ONLY 5 SIZES 
INSTEAD OF 36 


Think of making, stocking, or 
attempting to sell thirty-six dif- 
ferent styles, widths and lengths 
of cementers’ trowels. Yet this 
number is being made by others! 












Disston simplifies your stock 
by giving you first quality No. 68 
cementers’ trowels in one width, 
4" only, and in five lengths, 11", 12", 
14" 16" and 18". These are enough. 
Cementers don’t need, or want, 
fractional widths or odd lengths. 


Disston No. 68 Cementers’ 
Trowels have flexible Disston 
Steel blades with the correct hang 
and ample knuckle room. All are 
24 gauge—correct for the purpose. 

















DISSTON 


WR-O' VVEERIES 
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BUILD NEW PROFITS WITH 
THIS NEW ILCO NIGHT LATCH 





standing new offerings to stimulate fall business. 


Pin Tumbler Cylinder Night Latch is presented. 


sive latches. 


low. 


Ilco can help you. 























Ilco believes that now, as never before, there is a crying need for out- 
For this purpose, and 


to increase the growing confidence in Ilco merchandise, the new No. 216 


Here, combined in one efficient unit, are all the features of more expen- 
Here is all the security, all the attractiveness, of latches that 
have been bringing high profit sales to dealers from 
coast to coast—but at a price level that is surprisingly 


Now is the time to lay the foundation of new business 
stability. Now is the time to act. Write us for com- 
plete information on this new offering, and learn how 
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UNION 
HARDWARE 
Roller Skates 





How They Do SELL 


When skates can be adjusted so quickly—when 
they roll so easily—when they give such lasting 
service as UNION Hardware Roller Skates, no 
wonder they SELL. 


For many years these internationally famous 
skates have pleased customers and dealers, and 
led in sales. They are made with self-contained 
rolls, trucks that oscillate on best rubber cush- 
ions, and the finest ball bearings. 


You will find the best selling patterns and all 
standard sizes in the big UNION Line. 


All jobbers handle Union 
Hardware Company Skates; 
write to us for a Catalog. 


IARDWARE COMPANY ) 
Reg. U. S. Paf. Off. 
Established 1854 Incorporated 1861 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 
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OIL HEAT FOR 
EVERY HOME 











DERN vaporizing type. No 

wicks, no moving parts. Burns 

economical No. 1 Furnace Oil 
or Distillate. 


Model No. 1005—(illustrated) 
Beautiful Walnut porcelain en- 
amel finish. 


No. 1003 — Beautiful Ivory-Green 
porcelain enamel finish. 


No. 1001—Polished Biued Steel. 
All may be had with 5 gallon 
tank attached, or with constant 
level valve for outside connection. 
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convenience... 
without aturnace 


New Superfex Circulating Home Heater 
Burns No.1] Furnace Oil or Distillate . . . 


NOUNCED to the trade last month—already 

many dealers are displaying and selling it. 
The Superfex met with immediate acceptance... 
the market was ready. 


Perfection’s new Superfex does a real heating 
job throughout 5-average-size, properly con- 
nected rooms with zero temperature outside. 
Handsome ... compact... self contained. The 
last word in heating convenience for homes, 
schools, churches, stores, factories and garages. 


Choice of finishes. Vitreous enamel in rich grained 
walnut effect or in green-trimmed ivory; also a 
model in polished blued steel. 


Utmost Simplicity — Trouble-free 


The Superfex heat unit is a vaporizing burner 
bowl at the base of a heavy welded steel drum 
inside the cabinet. A fuel valve regulates the 
flame, low to high, instantly. No moving parts. No 
gas or electric connections needed. Set it up like 
a stove, attach to chimney flue, light it, and heat 
begins to circulate. Unvarying heat, subject to 
immediate control. 


No dirt, no smoke, no ashes. The five-gallon fuel- 
tank (10 hour full-flame capacity to 50 hours at 


low flame) at the back of the heater, is easily re- 
moved to a convenient place for filling without 
disturbing operation—or soiling floor coverings. 
Connection for outside fuel-storage tank also 


available. 
Real Profit Maker 


Prospects are everywhere. “Where central heating 

units end, Superfex begins.” Sold on a good mar- 

gin, and the Perfection dealer bonus plan covers 

it. Perfection’s deferred payment plan extends 

the market to every home. Send for information. 
ee 


For Furnaces, New Perfection Oil Burners 


For modern automatic home heating the profitable 
line to sell is the NEW PERFECTION Oil Burner for 
any type of central heating ‘plant. Simple, practi 
cal, trouble-free, it produces steady, even heat. 
Positive air control insures complete combustion. 


Refrigeration from a Kerosene Burner 


SUPERFEX Oil Burning Refrigerator. Already 
proved a leader in the iceéless refrigeration field. 
Excellent performance under adverse conditions. 
Also made for use with natural, manufactured or 
tanked gases. Some distributors’ territories still 
open. Send for franchise details. 


PERFECTION STOVE COMPANY, Cleveland, Ohio 





CIRCULATING | 
HEATER = 


a 


PERFECTION STOVE CO. 
7602-8 Platt Avenue, 
Cleveland, Ohio 


Oil Burning Refrigerators. 


Send complete information regarding: [_] Superfex Circulating 
Heater. [_] New Perfection Oil Burner for furnaces. [_] Superfex 





Name hii 











City 
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LAZING... 


use the new EAGLE 
FLATTING OIL.. 


Although Eagle Flatting Oil was intended 





































primarily for use with Eagle White Lead 
in producing giossless, washable interior 
finishes, it has become very popular as a 
glazing liquid. 

When used for glazing or blending it 
should be mixed with any high grade flat 
varnish that really dries flat. It sets very 





slowly, has a high spreading rate, flowing 
smoothly under the brush. One gallon 
covers about one thousand feet. Colors 
blend beautifully and easily. 

If there is any particular use of Eagle 
Flatting Oil you are interested in, write us 
a note and we will gladly supply detailed 


information with formulae. 


The EAGLE-PICHER LEAD CO. 
134 North {a Salle Street, Chicago 


WITH THESE IMPORTANT ADVANTAGES 


1 Used with Eagle White Lead, Heavy 
Paste, it dries to a beautiful, glossless 


When mixed with any high grade 
varnish, that really dries flat, it 


flat finish—easily washed. Forall types 
ofinterior painting of walls, ceilings, 
woodwork. With Soft Paste, pro- 
duces semi-flat or eggshell finishes. 


2 Does not show brush marks. 


4 Mixed with a little spar varnish it 
makes an excellent bronzing liquid, 
either with aluminum or bronze 
powder. 











makes an excellent glazing and 
blending liquid for tiffany effects — 
because it sets slowly. 

Makes a fine undercoating for 
enamel when used with Eagle 
White Lead, Heavy Paste. 


Comes in quart and 1-gallon cans 
and 5-gallon drums. All packages 
equipped with easily-opened 
“ Upressit”’ caps. 
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The new 





Da-Cote 








_At new prices 


Generous rebate proposition gives 
full protection on all old stock 


Dealers everywhere — old Murphy 
dealers and new Murphy dealers — are 
enthusiastic over Murphy’s recently an- 
nounced policy on Da-Cote Enamel. 

In a word the new policy is this: 

1. Da-Cote Enamel, long famous as an 
enamel of exceptional durability and hard 
brilliance of finish, has been formulated 
to dry in 4 hours. 

2. Prices have been reduced materially, 
thus creating a wider acceptance, larger 
possible market, and a bigger and more 
profitable business to dealers. 

3. Generous rebate proposition giving 
full protection on all stock of old Da-Cote 


Murphy 
4-hour 
Da-Cote 


Enamel 
ee 


_ Newark Chicago 


which dealers may have. 

There is a real opportunity both among 
the rapidly increasing number of home 
users and among those who enamel 
their own automobiles for dealers to build 
up increasingly profitable enamel sales 
with the new Four Hour Da-Cote at the 
new low prices. 

Get in touch with our local distributor, 
or mail the coupon to us for complete 


information. 


MURPHY VARNISH COMPANY 


San Francisco 


ESSEX VARNISH COMPANY, NEWARK 
(Associate Company) Baking Material Specialists 


” 
i 
{ Murphy Varnish Company ; 
{1 224 McWhorter Street 4 
; Newark, N. J. ; 
: Gentlemen:—Please send me further informa- ! 
j tion on the Murphy Da-Cote Enamel proposition. : 
t a 
; 1 
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Water Service 
Sor Centralized Schools, 
Rural Churches, Public & 
Private Institutions, 
Service Stations, Dairies, 
Creameries, Ftc. 


Myers Deep Well Auto- 
matic Water System. 
Capacities up to One 
Thousand Gallons of 
Water Per Hour. 





What a dif- 
ference be- 
tween the 
school house of 
today and the 
one of but a few 
years ago. Mod- 
ern conveniences 
everywhere. Run- 
ning water at the 
turn of a faucet for 
drinking, for showers, 
for sanitary purposes, 
for fire protection and 
other uses are in evi- 
dence when you visit a 
centralized school build- 
ing. And this is just as 
true of other public and 
private buildings and in- 
stitutions. They are being 
modernized with running 
water. 

Myers Self-Oiling Power Pumps 
and Water Systems are playing an 
important part in this forward 

movement. Automatically controlled, 
self-lubricated and built to the me- 
chanical standards of the finest auto- 
mobile, they are dependable, care free 
and long lived. They bring low cost 
Tak / Ha power water facilities to human activities 
Oo The i beyond the range of city water mains, and 
MYE RS with styles and sizes in capacities from 200 
be ceed ab nl toler ne a lve eu to 10,000 gallons of water per hour take 
care of water needs from the smallest home 
or summer cottage to the larger requirements 
of farms, country estates, creameries, dairies, 
hotels, golf courses, service stations and many 
other places. 

If you are looking for year-through business, 
write us today for new catalog and complete in- 

formation. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 
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Myers Self-Oiling 
Automatic Water 
System for Shallow 
Wells. Capacities 
250 and 340 Gallons 
Per Hour. 





















Myers Shal- 
low Well 
Automatic 
Water Sys- 
tem. Capaci- 
ties up to 
One Thou- 
sand Gallons 
Per Hour. 
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Your customers are 
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entitled to these facts 
when buying paint 


LITHOPONE-ZINC OXIDE PAINTS 
























What makes their tints so Why is their covering pow= 


clear, bright and lasting? 






Why do they remain so 


white? er so important to painters? 



































The permanence of a tint Because with the greater 
depends upon the perma= 
nence of the pigments on 
which it is based. Clear, 
bright and permanent tints 


can only be had when 


Permanently white base 












pigments make perma= covering power of Litho- 


nently white paints. Litho= pone=Zine Oxide paints 
they can make a greater 


d Zine Oxide are ’ , ; 
jr sg Zin profit on every job. Litho= 


permanently white pig- pone=Zine Oxide paints 


ments. They produce a base pigments of the paint hide better and spread 


are naturally and perma= 
nently white. Lithopone & 
Zine Oxide are just such 
pigments. That is why tinted 
Lithopone=-Zine Oxide 


paints do not change color. 


dazzling white paint film— farther. The smooth brush- 
ons ing qualities of Lithopone- 





a whiter white 






; , Zine Oxide paints en= 
mains white for the entire 







able painters to do a 
life of the paint. 


faster job, also. 











Why are duy not affected 
by the weather? 










To withstand weather, a 





paint film must be tough, 





naturally — but not hard 


Send for the booklets on 

“ALBALITH’” LITHOPONE 
and ZINC OXIDE 

ZINC PIGMENTS IN PAINT 






or brittle. Lithopone- 





Zinc Oxide paints have a 






smooth, closely knit, flex= 






ible film. Such a paint film 





resists all kinds of weather, 









industrial gases and the 





The New Jersey Zine Company 


160 FRONT STREET NEW YORK 


’ ’ 
sun's ultra-violet rays. 












fC NN TE 





nese ee 
peenedincieeaserer ee 


eee 











HARDWARE AGE for OCTOBER 16, 1930 








“Increases Turn- 
overs and Profits” 


Says F. L. Wilbur 
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F.L. Wilbur, 
Mechanic- 


ville, N. Y. 





NTIL a dealer actually handles ‘61’ Specialties and other 


Pratt & Lambert Varnish Products, he does not realize just 






how much this fast-selling merchandise can build up his 





business. Here is one of many instances showing the sales power 
behind them: 

In 1925, F. L.Wilbur, Mechanicville, N. Y., placed a $140 order 
for Pratt & Lambert Varnish Products. That year he turned his 









stock three and a half times. Today, his turnover is four times 





yearly. He writes: ‘‘Even though I could purchase lines that carry 





larger discounts, the P&L proposition is one of my most valuable 





assets in turnover and profits.”’ 





Steady sales are the natural result of selling merchandise which 






the public knows, wants and buys with confidence. Pratt & Lam- 






bert dealers can tell you that statement is true! Their own experi- 





ence — turnovers and profits on P&L products — proves it! 
Evidence like this should prompt you to write for the full particulars 
of the P&L Proposition. 


meee ase 


egies 7" 


PRATT & LAMBERT-INC., Varnish, Enamel & Lacquer Makers, 114Tonawanda 
Street, Buffalo, N. Y. In Canada, 20 Courtwright Street, Bridgeburg, Ontario 


PRATT & LAMBERT VARNISH PRODUCTS 
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We make it 
impossible for 


LINGERWETT to 


have anything 
but friends 


This famous guarantee is one of the 
reasons why Lingerwett is the biggest 
selling remover in America. 
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for 


PLASTIC WOOD 


Reg. U.S. Pat. Off. 








New Display Material 








ALES of Plastic Wood keep going right 
ahead—and the more you feature it the 
more opportunity there is for profits in your 
store. Its use entices the householder into 
many home jobs and repairs. Now is an ideal 
time to keep things moving. 


And here is a new lithographed window dis- 
play in colors that brings direct attention 
to many everyday practical uses of Plastic 
Wood around the home. You can make your 
windows pay profits by asking your jobber’s 
representative regarding the Plastic Wood 
Window Display Plan. 


Household circulars, boat circulars, or pat- 
tern shop circulars, on request. 


The A. S. Boyte Co., 1934 Dana Ave., Cincinnati, Ohio. 


Kindly send information on Plastic Wood Window Dis- 
play Plan— 
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You cannot remove 
dust from the floor with 
a rake! Nor can you 
spread paint effectively 
with a brush made of horsehair or simi- 
lar materials. 


The only correct way to make a paint 
brush is with “split flag” bristles. If 
you look closely at these bristles as 
found in RUBRISTO Brushes, you 
will note that the ends are split up into 
4 or 5 little threads. 


This results in even spreading of 
paint, quicker coverage and better 
work. 


Furthermore, these bristles last 
longer, since they are~ hog bristles. 
Therefore you gain in two ways: 
(1) In lower annual cost of brushes. 
(2) In quicker, better work. These 
two things count! 


Write for detailed catalog 
Hanlon & Goodman Co. 


342 Madison Ave. 
>2ODMAN Se New York City 


Registered 
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YY... more convincing evidence of its supe- 
riority than the fact that 8 painters out of 


every 10 use Dutch Boy White Lead? This striking 
preference, the result of years’of satisfactory service, 
is your best assurance of a steady demand for 
Dutch Boy, and the items that go with it to make 
quality paint. 

Dutch Boy White Lead, obtainable both in heavy 
paste and soft paste form, is pure white lead. Comes 
in 100 pound steel kegs, 50, 25. 1.2% pound steel 
pails. As a guarantee of purity, the Dutch Boy 
trade mark is on every keg. 


NATIONAL, LEAD COMPANY 


New York, 111 Broadway - Buffalo, 116 Oak St., - Chicago, 900 
West 18th St. - Cincinnati, 659 Freeman Ave. - Cleveland, 820 
West Superior Ave. + St. Louis, 722 Chestnut St. - San Francisco, 
2240-24th St. - Boston, National-Boston Lead Co., 800 Albany 
St. + Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., Widener Building. 


























a 


ODARK GRAY PLIGHT GRAY 


CSPECIAL TAN OAK 


» a 


UMAHOGANY RED ORICH BROWS 
STANDARD GREEN ODUST PHOGE 





demand. 





DIXON’S MAINTENANCE FLOOR PAINT—all-purpose—reduces stock and. satisfies a varied 
Quality—Price—Profit recommend it! Write for Color Card 40BF and prices. 
Paint Sales Division, JOSEPH DIXON CRUCIBLE CO., Jersey City, N. J. 
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ERFECT 
ATCHING 





LASTER 


The Little / 
PECORA PAINT CO. 


Packa e Manufacturers 
8 PHILADELPHIA, PA.) 


with the { Est. 1862 by Smith Bowen 
BIG Sales Possibilities 


You can stow away a dozen of these cartons 
on a small section of shelf space but they 
begin to look big when you consider the 
turnover and profit. Fine for repairing 
cracks in plaster or tile. 2% to 15-lb. 
cartons. Write for samples and prices to 
Pecora Paint Co., 4th St. & Glenwood Ave., 
Philadelphia, Pa. Established 1862 by 
Smith Bowen. 
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Give Your Customers 
More for Their Money! 


S far as Paint and Varnish 

A Brushes are concerned, you 

can give more for the money 
without sacrifice of profit. 


Excelsior Paint and Varnish 
Brushes, because of our modern 
manufacturing methods, are low 
priced yet have that high quality 
you expect from expensive makes. 
Their bristles are the finest im- 
ported from China, free from dirt, 
set in vulcanized rubber. 


Offer your customers exceptional 
value by carrying Excelsior Paint 
and Varnish Brushes. 


TRADE PAINT and 


> XCELSIO + VARNISH 


SEK BRUSHES 


Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 


ASK YOUR JOBBER FOR PRICES 
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STANDARD 
| For 75 Years 


TILLEY 


LADDERS 


are not ordinary lad- 
ders. They are un- 
usually well designed 
to place the strength 
where the stresses 
and strains come and 
for easy handling. 


TILLEY LADDERS 
and SCAFFOLDING 
are the class of equip- 
ment. it pays to sell 
to your customers. 
Complete line for all 
purposes. 





Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 
Window Cleaner’s 
Ladders 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior 
Scaffolding 
Adjustable Jacks 
Etc. 














SAFE STURDY RELIABLE 


(Write for illustrated catalogue and prices) 


THE JOHN S. TILLEY LADDER CO. 
Watervliet, New York 

















It’s as Easy to Sell a 


if you explain 
its true economy 
in results! 


In painting as in everything else, you can’t get some- 
thing for nothing. Your customer forgets this ancient 
truth when he asks you for cheap paint or a cheap 
brush. He just hopes he can do a first-rate job with 
third-rate tools. 


What about the value of the surface to be painted? 
Surely if it is worth painting at all it is worth painting 
well, and every good painter knows that to do a good 
painting job a quality brush is just as important as 
quality paint. 


In brushes, “Rubberset” and “Quality” are synonymous 
terms. Your customers all know the famous Rubberset 
name. They know that it means 43 years of specializa- 
tion in quality brush manufacture . . . means bristles 
everlastingly gripped in hard rubber . . . means if the 


brush doesn’t make good, RUBBERSET will. 
RUBBERSET brushes take care of every painting and 





varnishing need ... and of your need for a fair profit. 
How the Better Brush Proves Its Worth— 3 
]_ ‘It makes any paint or © It produces a_ more 
varnish job look bet- uniform paint film and 
ter, even when done by more uniform color. 
an amateur. 7 It reduces the chances 
Q It makes painting . of spattering and § 
easier. streaking. 
3 It saves both paint and 8 It makes sharper edges ¥ 
: and cleaner over-laps. 
time. 3 
9 It lasts longer than sev- 
4, It produces a more ad- eral cheap brushes. 
hesive, durable coat. ‘s F 
10 It’s easier to clean and 
5 It won’t shed its keep in good workable 
bristles. condition. 
Better RESULTS justify the better BRUSH 











RUBBERSET 


Trade Mark 


PAINT AND VARNISH BRUSHES 
The World’s Standard” 


RUBBERSET COMPANY, NEWARK, N. J 
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Ie 73 Years ExperrENCE—asmanufac- $e User Prorecrep—every Atkins ' 
turers of high quality saws. product has the maker’s name . 
2¢Tue Best MATERIAL— SILVER clearly etched on the blade and is a 
Sreet, Atkins’ exclusive formula positive guarantee of satisfaction. 
3° Unirorm TemPer—no soft or hard ®¢Sreapy Demanp—resale value of 
spots, hold their tension. Atkins Saws is greater than just 
4ePrrrect Workmansnip—the best ordinary saws. 
brains, skill and money can produce. 10¢Disrripution—Service Plants: 
&e ExciusrvE Features—in both de- Atlanta, Chicago, Memphis, New 
sign and finish are exclusive with Orleans, New York, Portland, 
Atkins. Seattle, San Francisco, Vancouver, 
Ge Errictency—cuts faster because of B. C., and Paris, France. 





sharp, correct shaped teeth and FAM Oo U Ss S E L LI NG Factorres— Machine Knife, Lan- 

grinding. caster, N. Y.; Grinding Wheel, De- 

7° Lone Lastinc—Sitver STexx1 lasts : RE A Ss O N Ss troit, Mich.; Cantol Waz, Blooming- 
ao 


longer than ordinary saw steel. - ton, Ind.; Canadian, Hamilton, Ont. 


FOR THOSE WHO SELL 


ATKINS PRODUCTS 





No. 401 stzzx: SHIP POINT 


Rapid Turn-over—The hard- 
ware merchant who sells Atkins 





Sirver Steet Saws and Tools 
makes a rapid turn-over and a 
legitimate profit on every sale—a 
profit he deserves. Every Atkins 
Saw and Tool is manufactured to 
the highest degree of efficiency, 
not down to a lowly price basis. 


The No. 401 Ship Point— 
Made of genuine Atkins Sitver 
Steet, Straight Back, taper 





ground, with beautiful mirror 
polish. Has Atkins Improved 
Perfection Pattern Handle 
of solid rosewood, piano finish, 
that prevents wrist strain. E. AND 

Can be had in regular pattern. Cc. COMPANY 


For skew back regular and ship 


pattern specify The “400.” INDIANAPOLIS, U. S. A. 
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THE VICIOUS CIRCLE 


U: EMPLOYMENT continues is dependent entirely on steady em- 


to be the outstanding force ployment at good wages. If there 
retarding the resumption of is to be a resumption of good busi- | 
active business. It has been called ness, there must also be a resump- 
overproduction, under-consumption, tion of the confidence of people in 
lost buying power, underselling, etc., the security of their jobs. This con- 
but still it is wnemployment that fidence has been widely dissipated 
must be solved. by the false alarms of “Hip-Hip- 


Hooray” and other “pep” schemes 
to make people think that good 
times were just around the corner. 
There will have to be some sus- 
tained effort on the part of employ- | 
ers to maintain or increase their 
staffs, on a more or less permanent 
future basis, even at expense of im- | 
mediate profits—if they expect peo- | 
| 


Unfortunately many business 
houses are “solving” today’s busi- 
ness problem by creating further 
unemployment, both in their own 
staffs and in the staffs of those who 
supply them with materials and 
equipment. When they lay off ex- 
perienced men, those remaining in- 
stinctively tighten up on their per- 
sonal expenditures, and labor under 
the apprehension of losing their 





ple generally to have the money to 
buy the very things these employers 


jobs. A curtailed staff means re- would sell. 

stricted production and decreased This country has the resources, 

purchases. The circle of unemploy- the talents and the energy to cope 

ment widens. with the unemployment situation— 
Prosperity as we have known it and that is the price of prosperity. 
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is the Wholesaler’s Margin 
Too Great? 








OME people have an idea that the 
Wholesaler’s MARGIN is altogether 
larger than it should be and that it 

comes out of the Retailer’s pocket. 


And yet the only reason why Manufactur- 
ers sell at lower prices to legitimate Whole- 
salers is because of the SAVING by the 
legitimate Wholesaler in performing the 
functions of distributing to Retailers, i. e., 
investment in stock, warehousing, selling, 
order filling, packing, invoicing, charging, 
and collecting. 


Obviously, the legitimate Wholesaler can do the 
work of distributing for many Manufacturers to 
many Retailers at a less cost than each separate 
Manufacturer can distribute to 
each separate Retailer. 


But is the Wholesaler’s margin 
too great and what becomes 
of it? 


The statistics of the National 
Hardware Association show 
that during 1929 the Whole- 
saler’s average NET PROFIT 
on sales was 144%, approxi- 
mately the same as in 1928, 
(and 1/3 of the Wholesalers in 
the U. S. actually lost money). 
Thus the cost of handling 
Retailers’ orders eats up prac- 
tically all of the Wholesaler’s 


margin. 





And yet the average Wholesaler must still further 
REDUCE his MARGIN, and he should increase 
his NET PROFIT—both of which he can do with 
the assistance of the Retailer. 

Wholesaling costs can be reduced in four ways, 


(a) more standard packages of Retailer's 
quantities at lower prices to the Retailer, 
reflecting a saving in handling 

(b) scientific analysis of costs and manner 


of handling and packing smaller quantities 


(c) the use of labor saving devices such as 
moving belts, tubes, and conveyors for han- 
dling merchandise and papers 


(d) bonus systems to employees to insure 
efficient operation of the Wholesale distrib- 
uting machine. 


It becomes more and more ap- 
parent that LOWER PRICES 
to the Retailer are possible only 
through LOWER COSTS of 
doing the WORK in the Whole- 


sale plant. 


You will find every sort of 
device for speeding up work, 
eliminating Waste, and reducing 
costs in the distributing plant 
of Hibbard; Spencer Bartlett & 
Company. -For example, there 
are over 7,000 full packages at 
lower prices to the Retailer— 


reflecting the saving in handling. 


Every Retailer should be vitally interested in whether his Wholesaler is actually 
eliminating the waste because in no other way can the Wholesaler sell at the 
LOWER PRICES which the Retailer must have to meet modern competition. 


Co-operate with the Wholesaler who Co-operates with You 


HIBBARD, SPENCER. RARTLETT& (0. 


211 EAST NORTH 


WATER ST. 


SHI CAS © 











Pst, eee 
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Permanency, Profit and Satisfaction 


IN BUILDERS’ HARDWARE 


ONCEDED 
that price is 
undeniably a 
factor in se- 
curing the 
general run 
of builders’ 
hardware 
contracts, it 
is by no 
means the 
only factor. If price is all that a 
dealer can offer the architect or 
builder that dealer soon becomes 
identified as a good source for the 
“cheap stuff.” Even the customer 
who has been hard boiled about 
forcing low competitive bids on 
many jobs shows no inclination to 
take a real job to a “price house.” 
Such has been the experience of 
Sam Spier Hardware Co., in San 
Antonio, Texas, where price is only 
part of the story and where a job 
is only wanted when the house can 
make a profit and the customer get 
satisfaction. 

Three and sometimes four men 
promote the sale of builder’s hard- 
ware for this firm. The front half 
of the second floor provides an un- 
usual sample room and the proper 
privacy for the concentration nec- 
essary to take off plans. On this 
latter detail every Sam Spier man 
recognizes that his firm has en- 
joyed for years a worth while repu- 
tation that must be maintained. 
When the prospect gets his specifi- 
cations and price from this store he 
gets the complete picture—there 
are no hidden “extras” no incom- 
plete sets quoted in low to attract 
unwary customers. 

It is easy to understand that such 
up and above board tactics build 


permanent trade and that is Spier’s 
specialty. Sometimes a trick price 
takes an order away from this 
house. A few examples brought to 
the attention of the HARDWARE 
AGE reporter were very interesting. 
On one job a small sized competitor 
submitted a proposal which was so 
much lower than the run of legiti- 
mate bids placed, the architect be- 
came suspicious and investigated. 
All of the good local houses had 
sent in complete specifications and 
their prices varied but little. The 
one extremely low bid upon close 
scrutiny offered something less than 
complete hardware. That of course 
is an old trick of gyp houses, but 
sometimes unfortunately even good 
builders will fall for the lure of the 
low price. 

Spier’s builders’ hardware men 
work hard to get new accounts and 
when they get them they work just 
as hard to keep them. That is why 
the department is profitable each 


IDDEN EXTRAS may 

be the answer to the 

question of low bids 
on builders’ hardware, but 
even the hard boiled cus- 
tomer who forces low com- 
petitive bids on many jobs 
shows no inclination to take 
a real job to a “price house.” 
Sam Spier Hardware Co. of 
San Antonio, Texas, only 
wants a job when the house 
can show a profit and the 
customer gets satisfaction. 


~ _ The Goal of Sam Spier Hardware Co,, San Antonio, Texas 


year. When Spiers take a hard- 
ware contract the firm feels that it 
is in partnership on the complete 
transaction. Deliveries are made 
complete and when promised. 

The men who sell for this firm, of 
course, watch very closely the issu- 
ance of local building permits. 
They continuously call on builders 
and architects. They visit owners 
of all properties where there is like- 
ly to be some building. When they 
hear of builders acquiring new 
property they see about the plans 
there may be for building. New de- 
velopments are carefully watched. 
The trend of both residential and 
commercial architecture is studied 
so that in presenting Spier’s ser- 
vices, more than hardware, com- 
plete at a fair price, when and as 
delivered is offered. Each Spier 
man is expected to help in the selec- 
tion of harmonious patterns for dif- 
fetent types of architecture and to 
advise on finishes and the most effi- 
cient types of butts, locks, panic 
bolts, casement and transom hard- 
ware. : 

Whenever possible customers and 
prospects are taken into the second 
floor sample room. Here every type 
of transom and casement can be ex- 
plained on complete working ex- 
amples—not merely on pictures, but 
the real thing. There is not a tran- 
som or casement problem that can- 
not be solved in the Sam Spier 
hardware sample room. Most of 
the San Antonio architects and 
builders are beginning to realize 
this interesting feature and their 
continued patronage proves their 
appreciation of this little extra ser- 
vice. 

It is these extras in service which 
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N this second floor sam- 

ple room of the Sam 
Spier Hardware Co., San 
Antonio, Texas, every 
type of transom and 
casement can be explained 
on complete working ex- 
amples. There is not a 
transom oof casement 
problem that cannot be 
solved in this hardware 
sample room 


makes Spiers a logical contender 
for all good local.jobs. Newest pat- 


il 


ifs 


taael e 
(Se. 
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ry 


developments and 
prospective build- 
ing operations. 
The trend of both 
residential and 
commercial archi- 
tecture is studied, so 
that complete satis- 
faction results for 
the ultimate owner 


”~ 


terns and latest types of hardware 
are always on display and the most 





Courtesy To Salesmen 


N one of the trips that I used 

to make I called upon one of 
our friends and spent part of the 
forenoon visiting with him and 
looking over his plant. 

When I sent in my card a man 
with a sample case sat in the wait- 
ing room. When we came out at 
noon, on our way to the club, he 
was still sitting there. My host, 
whom he had come to see, passed 
him without notice. He was just a 
salesman. 

It was he who was looking for 
something. The buyer had the 
whip hand. Let him wait! 

It would have taken only a few 
minutes of the big man’t time to 


dispose of him or to defer the in- 
terview and leave him free for 
other calls; and a few words would 
have meant so much to the sales- 
man, his feeling toward the pros- 
pect and for his calling. 

The proprietor did not have to 
go out and solicit as a favor an 
opportunity to display his wares 
and explain their advantages; but 
I wondered how he would regard 
the ignoble treatment of his own 
salesmen by others that, I learned, 
he habitually accorded those who 
sought his patronage. 

I wondered if he never found 
himself in the position of one who 
sought consideration; a contract 


Ts men who sell for the Sam Spier Hardware Co. begin 
with the unimproved properties, carefully watching for new 


discriminating buyer can _ be 
pleased. The cream of the builders’ 
hardware business is, of course, 
those altogether too infrequent jobs 
where a home owner wants the best 
and is not too technical about 
prices. Such jobs are a pleasure as 
well as a profit to handle, and be- 
cause of many years’ reputation 
and the treatment told in his story 
Spiers get a fair share of such jobs 
in their territory. 


which needed some indulgence in 
its enforcement or interpretation, 
an occasion where financial accom- 
modation was desired. 

How would he feel if a buyer 
with a grievance, or his banker, let 
him wait for half a day in the cooler 
for a chance to discuss an adjust- 
ment or credit extension? 

Contumely toward those in de- 
pendent positions adds nothing to 
the standing of those in authority. 
Treatment which rebuffs and de- 
means the status of the seller’s rep- 
resentative is likely not only to de- 
prive the possible purchaser of per- 
tinent and helpful information, but 
to be retributive as regards himself 
and his own selling force. 

—F. R. Low in Power. 
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EGARDLESS of artistic 
merit, any display that 
sells merchandise is suc- 
cessful. Excepting with 

really out-of-the-ordinary trims it 
is sometimes difficult to tell ex- 
actly why any .certain window 
“pulls” better than others. The 
display illustrated with this arti- 
cle is not sensational, not un- 
usual and not the least bit tricky. 
Yet I think that there are ten 
very good reasons why it immedi- 
ately brought in a_ substantial 
volume of business on the items 
displayed. 

1. Toward the back of the win- 
dow was placed an old wooden 
door which we had found in the 
basement of the store. Each panel 
was half-finished with a different 
color enamel, making a very con- 
vincing “before-and-after” effect. 
On one panel (partly showing in 
the photograph) a large sign read, 
“Nothing Covers Like X————— 
Enamel. Only one coat on the 
panels of this old door.” The color 
used on each panel was indicated 
by small cards. Hundreds of peo- 
ple stopped, looked at the door and 


By T. P. FLATO 


Hardware Merchant, Boston, Mass. 


remarked, “Gee, that stuff certain- 
ly covers well.” “That Lotus 
Green is pretty, isn’t it?” and 
“Wouldn’t that New Orchid look 
great on our bath-room walls and 
woodwork!” 

2. Against the glass was pasted 
a large paper streamer which 
read, “WE HAVE X—————” 
(the four-hour finish that we fea- 
ture). This could be seen from 
across the street and tied up our 
store with the extensive radio and 
newspaper advertising being done 
by the manufacturer. 

83. In front of the window: we 
displayed two carefully enameled 
pieces of furniture, a chair and an 
end table. Signs on each read, 


“X———_——- Enamel. Cardinal Red 
trimmed with Black” and 
“X——_—_——- Enamel. New Orchid 


Trimmed with Lotus Green.” Many 
sales were made to people who used 
the exact color combinations of 
these pieces, as well as to those 
who used other colors but were im- 
pressed with the good job that 
X—————. Enamel did on the 
pieces in the window. 

4, A 14 x 28 sign in the center 


10 Reasons Why 


‘Tis 


DISPLAY 
WENT OVER 


Bic 


of the window described the sell- 
ing points of X Enamel. 
Without this descriptive sign the 
display would lose some of its ef- 
fectiveness. 

5. Pasted on the glass, directly 
on the level with the eye, was a 
regular color card of X 
Enamel. Although this may seem 
quite unimportant as part of the 
display, we have found that it has 
resulted in many direct sales. It 
seems that people like to look at 
color cards at close range without 
stepping into the store and asking 
the clerk for one. Many times I 
have been seen people discussing 
color schemes and pointing at the 
same time to the color card pasted 
on our show window. Later on 
they came in and asked by name 
for the colors they wanted, which 
saved both our time and theirs. 

6. Since X—————- Enamel is 
advertised over the radio, many 
people were attracted by the 
photograph of the X———— 
Weather Man, in the same way 
that they are interested in pic- 
tures of orchestra leaders, Amos 

(Continued on page 64) 
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How Prosperity Might Be Stabilized 


By SAUNDERS NORVELL 


NCE upon a time I was a director for a num- 
ber of years in a trust company. A father 
had six sons and no daughters. This father 
accumulated a great fortune from a patent 

medicine. When he died, five of his sons, all being of 
age, were given their inheritances outright. The sixth 
son, being only a boy, had his equal share of the estate 
put in trust in the hands of the trust company of which 
I was a director. The trust company was given wide 
authority in handling this estate. We gave this boy a 
reasonable monthly allowance for his living expenses, 
school expenses, etc. Later we sent him to college. Of 
course he and some of his friends always wanted more 
money than we would allow him. But the committee 
held him down to a reasonable basis. The income from 
his share of the estate was very large. This income was 
invested and reinvested. Most of these investments 
were at fair rates of interest in real estate mortgages, 
but first-class bonds were also bought for the account. 
1 remember distinctly covering a period of years there 
was never a loss charged up against this trust fund. Of 
course no chances of a speculative nature were taken. 
When the young man reached the age at which his for- 
tune was turned over to him he was the richest of the 
siz brothers. The other brothers having free control of 
their fortunes lived on a lavish scale. They speculated. 
They lost money, and as a result of their high living 
expenses and their speculations in every case their for- 
tunes were reduced. The moral of this story, it seems 
to me, is that frugality and economy, backed by extra 
care on the side of safety in making investments, will 
place almost any man receiving a fair income over a 
period of years in a position where he will not be very 
seriously affected by any temporary slumps in the stock 
market or any depressions in business. 

I had a friend, a lawyer, who made a great deal of 
money in fees and speculations. His wife told me that 
in the many years she lived with him they either ate 
off gold dishes, or tin pans. In other words, my friend 
was either a millionaire or he was just about broke. 
Life with him was hectic. One day he contracted pneu- 
monia and within a week was gathered to his fathers. 
A trust company took over his estate, checked things up, 
and found that he had left his wife fairly well off. At 
the time he died he was either just going up on the 
financial skyrocket, or was just coming down. In other 
words, he was just about half way, so his estate was 
neither at the apex of his fortunes nor at the bottom. 
This gentleman died several years ago, and his wife has 
informed me that financially she has lived in comfort 
ever since. For the first time in her life she has had 
security. Her affairs are handled by a trust company. 
They handle all of her investments and they give her a 
monthly allowance. She never expects to be very rich, 
but she has the satisfaction of knowing that she will 


never land in the poorhouse, because her estate is being 
handled in a rational manner. 

As we all know, Europe is crowded with American 
widows living on their incomes. Widows are a large 
part of the passenger list on all these cruises around 
the world. Many of these ladies, for the first time in 
their lives are living a life of security. 

In another case, a friend of mine inherited a large 
business. He attempted to combine high social life with 
his business life. The two do not seem to mix. His 
business got into difficulties and finally he was sold out, 
but quite a considerable part of his estate was saved 
and well invested. Meeting his charming wife one day 
at the country club, I remarked upon how well she 
looked. Her answer was illuminating. She said: “I 
never had any peace, happiness or security until.we were 
ruined.” ‘ 

At a factory in which I am interested, the com- 
munists regularly distribute “red” literature to our em- 
ployees as they leave the factory. Upon my request, 
samples of this literature are sent to my desk. I find 
it quite interesting to read these attacks upon the 
capitalistic system. Some of the facts in these circulars 
are grossly exaggerated. But they do say some things 
that are interesting and worth thoughtful consideration. 
One of these things is, “If the capitalists are so smart, 
what a mess they have made of the world they control.” 
It seems to me there is something to this. Another 
thing they say is, “With thousands and thousands of 
men out of employment, why should the governments of 
the world spend millions and millions of dollars annually 
on battleships, airplanes, armies and munitions of war.” 
This argument, however, is hardly logical, because one 
might answer that the taxpayers, the capitalists of these 
countries, are paying the taxes that pay for all these 
things. The communists who have no incomes and no 
jobs certainly do not suffer on account of these national 
expenses. Then again if men are taken in the army 
they are removed from competition with other men, and 
also the making of battleships, airplanes and munitions 
give a large number of workmen employment. Of 
course, we will admit that in a better regulated society 
these people might be better employed in other and more 
constructive lines. 

Last week I wrote on the subject of “Booms and De- 
pressions.” This week I am going to theorize on how 
booms and depressions both may be mitigated or en- 
tirely avoided. Please note that I use the word “theo- 
rize.” Almost every idea that in the course of time has 
become a fact, in the beginning was just a theory. Once 
it was simply a theory that no man had the right to en- 
slave another man. It was a theory that all men should 
be free. A good many differed with this theory. Once 
the world believed that the earth was flat. When it was 
announced by a thinker that the world was round, it 
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was just a theory and this theory came near to getting 


‘the thinker into serious trouble. Notwithstanding all 


the examples that might be cited of the danger of 
theorizing, I aim to put forward a very new and un- 
usual financial theory in this letter. 

Everyone will admit the fundamental proposition that 
the real prosperity of any country depends upon the 
well-being, comfort, employment and happiness of the 
great mass of the people in that country. A manufac- 
turer sends me a copy of a letter he has written to a 
number of jobbers. According to the theory of this 
manufacturer, if all these jobbers would simply place 
large orders with the manufacturers, so they could start 
all of their factories working full time, we would have 
prosperity immediately. I don’t agree with the logic 
of this proposition. I believe that we must go deeper 
into the problem. The great mass of the people in this 
country must not only have the desire (which no doubt 
they have), but they must have the ability to buy what 
they need and want. Without this ability to buy, and 
until this ability is restored, I don’t believe we will have 
any substantial prosperty. In my neighborhood there 
is a family who have been living very economically in- 
deed. They dressed plainly, they ate plainly, they drove 
no cars. But suddenly they have blossomed out. They 
dress better, the ladies now have permanent waves. 
They have purchased not only one, but two cars. They 
have bought new furniture. The old house is being 
renovated. Nothing has happened except that a rich 
relative has died and left them a small fortune. The 
buying power of this family has suddenly been in- 
creased. They are enjoying prosperity, and probably 
that prosperity will last until their buying power plays 
out. In other words, until they run out of money. 

What has happened in almost all lines of business dur- 
ing the recent boom years? Business has been good. 
Sales have been forced. The future has been discounted 
by using all the allurements of the installment plan of 
selling. The public have been taught that they could 
eat their pie and have it too. It has been easy to borrow 
money. Banks, also expanding along with businesses, 
have wanted more and more accounts and greater and 
greater deposits. Splendid profit showings have been 
made and extra dividends have been declared. Based on 
these extra dividends, the price of stocks have soared. 
This was to be a permanent business condition on ac- 
count of the new era and therefore the future of these 
stocks was also discounted and they went higher and 
higher. Some timid souls became frightened at their 
own prosperity and insisted upon selling out and get- 
ting cash. They were the wise ones. The others stayed 
until the bubble burst and the stocks collapsed. These 
were the “foolish virgins.” Then the banks who were so 
eager to open new accounts and make loans, put on the 
screws and many a misguided, “foolish virgin” realized 
that his banker after all was not his best friend. In 
other words, he was “called.” All this would not have 
been so bad because the man who speculates takes his 
chances of “paying the piper.” He was seeking easy 
money and if things went against him, he had no right 
to complain. But the worst part of the situation is 
when these manufacturers who had been declaring 
extra dividends and running up the price of their stocks, 
find that business is off, they immediately curtail by 


passing dividends, reducing the number of their em- 
ployees, or cutting down the number of hours of work. 
Now, these workmen beyond drawing good wages have 
not shared in any of the general prosperity. Possibly 
they have been well paid, but on the other hand they 
have worked hard. It does seem unfair and unjust that 
when the hard times strike the country these workmen 
should bear the brunt of the suffering. Very likely the 
salaries of the president and the other officials of the 
company are not reduced. They go ahead as usual. This 
situation, to my mind, is unfair and unjust and in the 
nature of things will breed wide discontent. Our com- 
munist friends set all these troubles down to capitalism 


~ when, in my opinion, this is not true. The trouble 


is with eur business leaders and our business system. 

I don’t think our business leaders have been very far- 
sighted. As a matter of fact, I think this country and, 
in fact, all countries are suffering very much from lack 
of real business leadership. But let me get to my 
theory. I have just been leading up to it. I have been 
preparing your minds. Possibly, so far, you may agree 
with me. 

Life insurance companies set up a reserve and are 
compelled to set up this reserve by law, against every 
life insurance policy they write. Fire insurance com- 
panies set up their reserves against fires. These re- 
serves are based on statistics covering many years of 
experience in life insurance and in fire insurance. There 
are even companies that will insure your bad debts, and 
these companies, based on experience, set up their re- 
serves to cover bad debts. A system of accounting has 
grown up based on experience. According to this system, 
concerns set up a reserve against the depreciation of 
their buildings. There is another reserve set up against 
the depreciation of machinery. We not only have de- 
preciation but we also have obsolescence, with reserves 
against that. If any manufacturer today should take 
his statement to a bank, and if this bank saw there were 
no reserves against either buildings, machinery, bad 
debts, or any other usual and natural business risk, this 
manufacturer would have great difficulty in borrowing 
money. So, while there is no law compelling manufac- 
turers and other merchants to set up these reserves, 
they do it, as a matter of good business. Their profits 
are never figured until after these reserves are deducted. 
No dividends are declared until after these reserves are 
deducted. This has become a common practice and 
there is no doubt that it has added greatly to the sta- 
bility of business. Where the necessary reserves are 
set up against these contingencies of business, stock- 
holders do not have sad awakenings. 

Now, my theory is just this: Since we know that 
prosperity is a very uncertain thing; since we know that 
in all prosperity there is a germ of its own destruction; 
since every student of business knows that about every 
eight or ten years we have a business flop and a depres- 
sion; since we know all this is just as true as death or 
taxation; since we know just as long as human nature 
is what it is, we will have these depressions, then why 
shouldn’t business set up reserves against the deprecia- 
tion of prosperity, just as they set up reserves against 
the depreciation of buildings and machinery. Then 
possibly in very good times dividends might not be 

(Continued on page 62) 
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How to Display Fence Effectively 


That farm fence can be displayed effectively and attrac- 
tively by the hardware merchant who will give it a little 
effort is amply indicated by the accompanying pictures 
reproduced by courtesy of the American Steel & Wire 
Co. The window reproduced is an actual hardware 
store installation and it brought most satisfactory re- 
sults for Tenk Hardware Co., Quincy, IIl. , 

A booklet entitled “Do Your Windows Pay Rent?” 
issued by the above mentioned company for the use of 
its dealers makes the process of window trimming 
adapted to fence displays rather simple. Charts and 
sketches are shown along with photos, making each step 




































































clear to the display man. Crepe paper, lithographed 
streamers and show cards are included in the properties. 
The materials, keyed for display, are listed. 

For the interior store display a wooden platform made 
from an ordinary packing crate and large enough to ac- 
commodate one roll of fencing is suggested. A few 
posts set into the center of the roll and a card calling 
attention to the fact that the dealer sells it, complete 
the display. 

Fence sales are accompanied by the sale of other items 
accessory to the line, and this point should be considered 
carefully when a display is being arranged. 


MATERIALS SUGGESTED FOR DISPLAYS 


Left: A. Attractively colored crepe paper, (farm 

scene printed) available from manufacturer. B. ver- 

tical trim (crepe paper). C. Plain crepe (dark blue) 

two folds of ten feet each. D. Orange crepe, (one 
fold of 10 feet.) X. Poster. 


Below: A, B, C, and D. Crepe window trimming. E. 

Roll of fence wire; F. Barbed wire; G. Keg of nails; 

H. Steel post driver; J. Post clamps, bag open; K. 
Steel posts; X. Signs and posters. 








When the window is trimmed 
with fence display, tie up the 
store display with a stand 
like this. This platform can 
easily be made from ordin- 
ary packing crate lumber. 
Simply set a roll of fencing 
on it, put a few posts in the 
center of the roll and place 
the signs as suggested. 
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WAGES so PROSPERITY 


Roy Dickinson, Associate Editor of Printers’ Ink 
answers E. B. Gallaher’s article’ “Hard Times” 


NOTE the article in your 
Oct. 2 issue entitled, “Hard 
Times,” by E. B. Gallaher. 
While I do not set myself up 
as an authority, it was through my 
interviews that many of the men 
to whom Mr. Gallaher evidently 
refers made their statements dur- 
ing the past summer after the 
Chrysler cut that they did not be- 
lieve a general reduction in wages 


was the way back to prosperity. - , 


Or, as George F. Johnson, presi- 
dent of Endicott-Johnson says, 
“Wage cutting of labor is not a 
remedy for business depression. 
It is a direct and contributing 
cause.” 

I note that the editors of HARD- 
WARE AGE welcome any comments 
from readers. These are my com- 
ments: : 

First of all, let me ask Mr. Gal- 
laher this question. He accuses 
men such as those who went on 
record in Printers’ Ink, including 
such men as James A. Farrell, 
president of the United States 
Steel Corporation; the president 
of Cluett-Peabody; the president 
of Studebaker and some twenty- 
five other leaders of industry of 
being selfish. Does he mean to 
intimate that the man who cuts 
wages is unselfish? How is it a 
personal gain for a man running 
an industry to attempt to cut over- 
head by such means as improving 
equipment and eliminating waste 
rather than making a general cut 
in wages? 

Just how far does Mr. Gallaher 
think wages ought to be cut? Does 
he think, like the banker whom 
President Hoover rebuked, that 
our living standards are too high? 
Let me quote President Hoover’s 
reply to the banker who made this 
statement: 

“The whole purpose and ideal of 
this economic system, which is dis- 


tinctive of our country, is to in- 
crease the standard of living by 
the adoption and the constantly 
widening diffusion of invention 
and discovery amongst the whole 
of our people. 

“Any retreat from our Amer- 
ican philosophy of constantly in- 


IF YOU READ THIS ARTICLE 





In the October 2nd issue of Hardware 
Age, pages 36 and 37, E. B. Gallaher 
expressed an opinion regarding the 
relation of labor and wages as they 
affect the business depression. In this 
article Roy Dickinson, Associate Editor 
of Printers’ Ink, replies to Mr. Galla- 
her’s statements. 


creasing standards of living be- 
comes a retreat into perpetual 
unemployment and the acceptance 
of a cesspool of poverty for some 
large part of our people. 

“Our economic system is but an 
instrument of the social advance- 
ment of the American people. It 
is an instrument by which we add 
to the security and richness of life 
of every individual. It by no 
means comprises the whole pur- 
pose of life, but it is the founda- 
tion upon which can be built the 
finer things of the spirit. Increase 
in enrichment must be the objec- 
tive of the nation, not decrease.” 

As I read it, his article suggests 
in effect that because a few casual 
laborers whom he has heard about 
did not take work at less than 


their wages, millions of work- 
ers, without consideration as to 
what value they add to the prod- 
uct, should have their wages cut. 
I believe that this theory is as out 
of date and has as little place in 
our modern economic system as 
open sewers would have in our 
cities today. 

When Mr. Gallaher states that 
labor is a commodity, I personal- 
ly believe he is bringing out a 
point of view which is also out of 
date. According to many court 
decisions during the past twenty- 
five years labor is not a commod- 
ity any more than the services of a 
dentist are a commodity. Labor 
can’t be stored. 

When Mr. Gallaher states that 
certain captains of industry 
started the notion of increasing 
wages several hundred per cent on 
the theory that by paying the 
workman more he can buy more, 
he is begging the question. Man- 
ufacturers didn’t start paying 
high wages on any such altruistic 
motive and Mr. Gallaher knows it. 
They paid high wages to cut unit 
labor costs as they got more 
skilled workmen and gave them 
better equipment, and a mass of 
statistical evidence is at hand to 
prove that high wages in a large 
number of industries did decrease 
unit labor costs. 

The point of view that wages 
must generally be reduced at this 
time suggests to me a return to 
the buggies and candle light of 
many years ago. While I enjoy 
candle light I think that the ma- 
chine is geared up too high to 
send the world backward from 
this point. From here on Amer- 
ica either turns the world toward 
higher standards of living, or is 
turned by the world back to other 
standards. And as far as I have 
ever been able to discover, it is a 
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difficult problem to stop a big ma- 
chine started backward down hill 
at any given point. 

If a man is starving and has no 
bread to feed his family I agree 
with Mr. Gallaher that he should 
and probably does take a local job 
from some man who has it to offer 
at whatever price he can get. Des- 
peration has always led to such 
measures. 

But I see no good reason to 
draw from such individual cases 
the conclusion that the 231,000 
workers of the United States Steel 
Corporation should immediately 
have their wages reduced, nor that 
the 400,000 and more employees 
of the American Telephone & 
Telegraph should be cut to lower 
living standards. Mr. Gallaher 
must mean to suggest as much, 
else why does he go out of his 
way to attack statements by lead- 
ers of industry who have a na- 
tional reputation for honesty and 
integrity and accuse them of being 
insincere and selfish? The iron 
law of wages in which your writer 
seems to believe so implicitly, has 
been proved false ever since the 
time it was promulgated by John 
Stuart Mill and the other classic 
economists of a century ago. Such 
laws were uttered at a time 
when the horizon of the men who 
uttered them was bound by a con- 
dition of servitude in industry, 
when there prevailed a sort of 
“Breeders’ Gazette” idea of wages, 
that the workman should just have 
enough wherewith to raise another 
litter of workers who would exist 





on wages so low that they barely 
kept body and soul together. 
Two days after the Gallaher 


4,7, 


) "Ask Us Another 


—Is the public demanding lower 
priced hardware? 

—No, the public very seldom in- 
fluences prices. When the pub- 
lic needs things, the public 
buys and pays the price asked. 


—Then what has brought about 
so many low prices? 

—The Manufacturers and the 
Retailers including Catalog 
houses and chain stores, are 
forcing cheaper goods on the 
public. Competition is running 
away with common sense. 

—When will all this price-cutting 
stop? 

—When the Manufacturers and 
Retailers forget volume and 
remember profit. When pref- 
erential prices are abolished. 
A profit on each item sold 
means prosperity again. 


Llew S. Soule 











A Modern Display Stand 


article, the “Business Conditions 
Weekly” published by the Alexan- 
der Hamilton Institute, not given 
to thoughtless statements, says: 
“Although the trend of prices dur- 
ing the next decade will probably 
be downward, the paradox of sim- 
ultaneous wage increases is in 
prospect. The amount of money 
which will be paid to employees 
in the future will be governed by 
the future value of production 
which will be determined by the 
trend of prices and the quantity 
of goods produced.” 

While I agree entirely with Mr. 
Gallaher in his statement that in 
certain industries namely, the 
building trade, conditions have 
arisen which should be remedied, 
I do not believe that this one bad 
example, or a few individual 
cases, should be used as a basis 
for suggesting a return of the 
masses of our fellow citizens to 
lower living standards. 

There is, it seems to me, a wide 
difference between the suggestion 
in his article that local mer- 
chants will give out work at a low 
price, and the thought that a gen- 
eral deflation in wages is neces- 
sary, that industrial leaders who 
attempt by good management to 
keep from cutting wages are in- 
sincere and selfish. 

In a subsequent article I should 
like Mr. Gallaher to elaborate on 
his accusation of selfishness and 
insincerity and state exactly what 
good he thinks would be accom- 
plished by a general wage cut in 
all industries at this time. 


The displayman who has difficulty in arrang- 


ing attractive displays of small articles will 
welcome a set of fixtures shown in the accom- 
panying illustration as they solve several dis- 
play problems. First, they provide shelves for 
the merchandise; second, they give height to 
the display, and, third, form an attractive but 
neutral background effect. They are made en- 
tirely of metal. 

Another important feature about the fixture 
is the interchangeable Art Panel to give it a 
seasonable appearance according to the time 
of the,year. The art panels are easily removed 
and the shelves trimmed from the rear in case 
the floor trim must be arranged first. Art pan- 
els have been designed for each month in year. 
Further particulars may be had by writing to 
the HARDWARE AGE, 239 West 39th St., New 


A Modern Display Stand York City. 
oo 
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ISIBLE index forms for 
keeping stock and _ pur- 
chase records, have in the 
past few years been 

adopted by many hardware jobbers 

and numerous advantages are at- 
tributed to the system by firms who 
are now using the records. Some 
wholesalers have reported that the 
plan has enabled them to reduce 
their inventory about 30 per cent. 

Others say that check-ups since the 

installation of the system indicates 

that it has eliminated about two- 
thirds of their shortages. The 

Fones. Brothers Hardware Co., 

Little Rock, Ark., installed the visi- 

ble index system of stock control in 

July, 1926, and are very enthusias- 

tic in praising the system. 

In response to a HARDWARE AGE 
request for the company’s opinion 
of the system, H. H. Tucker, presi- 
dent of the firm, made the following 
comments in referring to the two 
cards illustrated, which are desig- 
nated as No. 1 and No. 2: “Card No. 
1 is simply a record of stock on 
hand, shipments received and items 
sold. Goods coming in are indicated 























Advantages of Visible Indexes 


How Other Hardware Firms Utilize System 


Card No. 1 


in red pencil (an X denotes such an 
entry) and going out in lead pencil. 
An occasional actual count is made 
of the stock and in these instances 
the entry is made in blue pencil. 
(One such entry is marked with an 
*), If our actual count does not 
correspond with the records, the 
goods are recounted and the actual 
amount of stock is entered on the 
records. These records will not al- 


Tor 
DATE | WEIGHT) RATE 


uist | Discr. | Ce c. 8. 


| 





ways be correct, as the girls who do 
the work will occasionally make 
errors. On the whole, actual stock 
and visible records keep practically 
in line. We, in all instances, enter 
the minimum stock for the four 
quarters and these figures will be 
found in the lower right-hand cor- 
ner of card No. 1. We do not in all 
cases enter maximum stocks. 

“Card No. 2 shows the item 
heading a list of firms from whom 
we buy, carries the quantity or- 
dered and the quantity received. 
There is also on this card records 
for monthly and yearly consump- 
tions. Although card No. 2 pro- 
vides for data regarding prices, we 
maintain separate cost books be- 
cause the visible records are prac- 
tically always in use and it is more 
convenient for the buyers to keep 
separate cost records. We code 
number every article in stock and 
these code numbers are used by the 
salesmen in writing up orders. 

“The advantages of visible rec- 
ords are as follows: 

(1) A distinct aid in buying, as 
goods falling below the minimum 
stock are immediately flagged and 
(Continued on page 65) 
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Stop Killing Business; 
Start Selling Business 


HAT becomes of all the 
Wsiones when business gets 
bad? 

“T am sure,” a business man said 
to the editor of the Dry Goops 
Economist, “that if we could know 
just how much money there is in the 
country now we would find it is not 
less than we had last year when busi- 
ness was booming. If that is so, then 
where is it? Who has it? What 
are they doing with it? And why 
is it not at work?” 

The answer to that question is 
worth following. First of all, we 
don’t have to guess about the amount 
of money in the country. I have 
looked it up for two corresponding 
days in 1929 and 1930. The strange 
thing about it is that there WAS 
MORE MONEY ON AUGUST 
25TH OF THIS YEAR THAN 


By JOHN T. FLYNN 


ON AUGUST 25TH, 1929. 

Now, then, if that is so why have 
we got a depression? 

To get the answer to that question 
we must remember that we do not do 
business with money. We do busi- 
ness with purchasing power. We use 
money like we use the chips in a 
poker game. It serves as counters in 
the great game of buying and selling. 
Money is just the representative of 
purchasing power. A single dollar 
bill which represents my purchasing 
power today will be used by some 
other man to represent his purchas- 
ing power tomorrow. The amount 
of money in the country is generally 
something more than $4,000,000,000. 
But the purchasing power of the 
country in a year is nearly 23 times 


that much. In the course of a year 
every dollar has to take part in about 
23 transactions to keep up with our 
business. Every week-end about a 
billion dotlars is drawn out of the 
banks to pay the salaries and wages 
of our working people. They take 
it home, spend it at the grocery, the 
dry goods store, the movies, the in- 
stallments on the piano, the vacuum 
cleaner, the radio and the car. By 
Monday or Tuesday practically all 
that money is back in bank again. 

Now what meaning has all this 
for the average business man and par- 
ticularly, for the average merchant? 
If you don’t mind following a few 
figures you will see very soon how 
nearly all this touches on your own 
business." 

The first thing that is apparent is 
that we do business, not with money, 
but with purchasing power. And so 
this merely shifts the question of our 
business friend a littl—‘‘What be- 
comes of purchasing power when 
business is bad ?” 

But first, what is our own pur- 
chasing power? 

Fortunately, we have some facts 


—that’s the value of the 

newspaper and magazine 

space used to advertise 
depression. 
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about it just assembled by the Na- 
tional Bureau of Economic Research 
and published in a book by Dr. Wil- 
ford I. King. He has computed our 
income for 1929 at 89 billion dollars. 

That huge amount of money is the 
sum which the people of this country 
have to spend each year. It is the 
measure of their purchasing power. 
Will our national income—that is, 
our purchasing power—be as great 
this year as last? We may guess by 
what happened in other depressions. 
We had a depression in 1924 and one 
in 1927. They were, of course, not 
so long as this one, but they were 
deeper, particularly the last. Did 
our national income decline in those 
years? It did not. It increased 
three billion dollars in 1924 over 
1923 and it increased two and a half 
billion in 1927 over 1926. 

It is not at all impossible, when 
all the facts are known, that our na- 
tional income in 1930 will be some- 
thing more than in 1929. It is 
almost certain it will not be any less. 
If that is so then our purchasing 
power, as well as our 
actual money, is as 
great this year as last. 

What then has be- 
come of it? Why 


is it not being used? 
What is being done 
with it? 

The falling off in sales is attributed 





to unemployment. With 2,500,000 
people out of work the country has 
lost the purchasing power of these 
people, because they have lost their 
income. How much __ purchasing 
power has this country lost because 
of unemployment? How much in- 
come have those 2,500,000 people 
lost? Well, first of all, all of those 
2,500,000 unemployed did not pass 
into unemployment this year. At 
least 1,500,000 of them were out of 
work last year. Even in periods of 
prosperity that many people are 
always out of work—contributing 
nothing to the national 
income. The excess un- 
employment attrib- 
utable wholly to the de- 
pression cannot there- 
fore be more than 


Bil 










1,000,000 persons. Some critics sneer 
at this figure as if it were a very small 
one. It is very considerable. To 
know how much purchasing power is 
lost by the depression we must know 
how much income this extra million 
of unemployed has lost. 

The average income of every em- 
ployee in the country is $1,928. But 
as this includes high salaried as well 
as low salaried, white collar as well 
as hand laborers and as the greater 
part of unemployment is among the 
workers whose average income is only 
$750, a smaller figure than $1,928 
must be adopted. As nearly as I can 
figure the proportion of unemployed 
is about two-third “labor” and one- 
third white collor workers. On this 
basis the yearly income of all the 
extra unemployed 
would be about one bil- 
lion dollars. 

If all these persons 


were working 

would they spend 
that much? Of course 
not, because they 
would also save some- 
thing. Moreover, now that they are 
out of work they are not wholly with- 
out purchasing power. ‘They have 
savings accounts and_ experience 
teaches that the unemployed always 
draw on their savings for the neces- 
saries of life. 































ae 


J 


Q\ |ONE 
\) BILLIon 


—and this, the value of 
space used to advertise 
goods! 


drawn on for necessaries we will find 
that the loss in purchasing power of 
employed people does not exceed $1,- 
500,000,000. This is a large sum, 
but is not so enormous when spread 
out over the entire United States. 
What about the losses by that por- 
tion of the population not included 
in the employed—the employing 
class? They will not be so great this 
year as last. Remember the great 
losses of the market were suffered last 
year, not this year. ‘They affected 
last year’s income, not this year’s. 
As a matter of fact, very large profits 
will have actually been made in the 
market this year 





To this must 
be added the 
losses of those 
whose salaries 
have been re- 
duced. There is 
no way of estab- 
lishing that save 
by guess. The 
Bureau of Labor 
reports that it has 
found salary re- 
duction in 317 
plants involving 


54,000 workers. 











Pike. —the kind that 
do not vanish. 
If the great 
losses in pur- 
chasing power 
that hurt busi- 
ness do not come 
from unemploy- 
ment, where do 
they come from? 
And that brings 
us to a most im- 
portant fact for 
every man who 
has anything to 
sell. For he 








This is certainly 
a very small num- 
ber and against it 
must be placed 
actual salary in- 
creases in 80 plants involving 10,- 
000 workers. As a matter of fact, 
if we will put all salary and wages 
lost through unemployment together 
and deduct from them salary raises 
and savings and other accounts 


ever. 


There’s more money than 


But where’s it 
gone to? 


wants to know 
why people are 
not buying, and 
who the people 
are. 

Well, I have asserted there are no 
losses in purchasing power. The loss 
is in the WILL TO BUY. And 
that is found, chiefly, not among the 
extra million people thrown out of 

(Continued on page 60) 
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How To Make 


By BERTHA ANNE HOUCK 





Y EAR. 


getting the services of a reliable 


many persons are likely to put off 
painter difficult. In the second 


O your paint orders come 
painting altogether if they find 


in a rush in the fall and 


spring, Mr. Hardware 

Dealer, 
and fall off to next 
to nothing for ex- 
terior work in the 
summer and win- 
ter? Don’t feel that 
you are an unfortu- 
nate exception if 
such is the case. A 
like condition is 
faced not only by 
practically every 
hardware dealer in 
the United States 
but by every paint- 
er whose work is 
made seasonal and 
precarious by this 
old American super- 
stition—spring and 
fall are the only 
times to paint. 

The eradication 
of all superstition 
comes through edu- 
cation and that is 
what the hardware 
dealer and painter 
must do—educate 
their customers. 
The need for the 
equalization of 
painting — activities 
is obvious in the 
case of the painter 
who has more work 
than he can handle at certain 
times of the year and not enough 
to keep him alive at others. But 
perhaps the dealer does not see 
how periodic painting affects him. 
“My volume of sales for the year 
is going to be the same whether 
my customers do all their painting 
in the fall and in the spring or 
whether they spread their paint- 
ing activities throughout the 
year,” is what he may think. 

This is not quite true for sev- 
eral reasons. In the first place, 


that the spring or fall rush makes 


place, a hurried painter cannot do 
as good a job as one 
who can take his 
time; and doing a 
good job means 
using an adequate 
quantity of paint of 
good quality. As 
with all seasonal 
work, prices for ser- 
vices go up during 
the busy time. The 
homeowner who can 
afford to spend only 
a stipulated amount 
for having his house 
painted, will have 
to buy a _ poorer 
quality of paint if 
he must pay top 
prices for the ser- 





viees of a painter. 





ky 
— 


Summer is usually a much better time to paint than either spring or fall, 
yet it is as much taboo in the average home as winter. 


dealer must help to squash this prejudice. 





Readers are invited to send 
in their problems on paint 
merchandising and painting. 
Miss Houck will endeavor to 
personally answer all such in- 
quiries but, of course, cannot 
discuss relative merits of 
brands of materials. She may 
be addressed care Hardware 
Age, 239 West 39th St., New 
York City. 











The hardware 


All of these things 
affect the volume of 
paint business 
which the dealer 
‘expects to do. 
In addition, al- 
though this may 
~not affect him 

greatly if he is a 

small dealer, the 

rush orders which 

the large hardware 

merchant has to — 

handle in the 

spring and fall may 
result in a loss of profit which 
would not have occurred, if he 
could have taken care of them 
throughout the year in the usual 
way. 

Granted that both the hardware 
dealer and the painter will benefit 
mutually by educating the con- 
sumer to paint in the winter and 
summer as well as in the spring 
and fall, how is this education to 
be brought about? Since the hard- 
ware merchant has a better ac- 
cess through his store, to the com- 
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munity at large than has the in- 
dividual painter, the burden of the 
educational program rests on his 
shoulders. To carry this out, his 
three mediums are individual con- 
tacts, displays and circularization. 

Now that fall is almost here, he 
should lay the plans for his win- 
ter campaign. His cue, of course, 
is not to discourage fall painting 
but to encourage winter painting. 
The same is true of the spring and 
summer. When the days grow 
short and the thermometer drops, 
the dealer should get out his ex- 
terior paint displays instead of 
packing them away for this win- 
ter as has been his custom former- 
ly. These displays may be of the 
usual kind, but should contain the 
urge to paint in winter with cer- 
tain points stressed which are de- 
signed to convince 
the customer that 
there is no danger 
in painting in the - 
cold months if di- 
rections are fol- 
lowed, viz., the 
thermometer must 
be above 40 deg. 
Fahr. and the 
weather must be 
clear and dry. There 
are many stretches 
during the winter 
when these condi- 
tions exist and a 
house may be paint- 
ed safely. 

Of course the 
dealer should be 
well informed as to 
why winter paint- 
ing must not be 
done except under 
the above named 
conditions and he 
should make the 
reasons clear to his 
customers; other- 
wise he will have 
come-backs on the 
paint he sells no 


matter how good its quality. If 
the thermometer registers less 
than 40 deg. Fahr., the moisture 
present in the air condenses on the 
freshly painted surface, and al- 
though the paint dries eventually, 
its durability and appearances 
are impaired. 

No matter what the season, ex- 
terior painting should never be 
undertaken during rainy or foggy 
weather or before the surface has 
thoroughly dried, inside and out. 
Dampness and frost kill the gloss 
on fresh paint and cause ‘“Wash- 
ing.” 


This house was remodeled and re- 
painted during the winter. Winter 
painting may be done safely in dry 
weather with the temperature above 
40 deg. Fahrenheit, and should be 
advocated by the hardware dealer. 


Rounpb Paint SALES 


Besides his winter paint dis- 
plays, the reading matter which he 
sends them should contain the 
points in favor of winter painting, 
already mentioned, the cautions 
that must be exercised and a 
weather report for the next few 
weeks for his locality. This last 
may be obtained from the U. S. 
Weather Bureau. A time for the 
circularization is just previous to 
a stretch of weather which is fore- 
cast as meeting satisfactory paint- 
ing requirements. 

As a matter of fact, summer is 
usually a much better time to 
paint than either spring or fall, 
and yet it is as much taboo in the 
average home as in winter. The 
means of squashing such preju- 
dice is the same as that used in 
the case of winter painting. There 

are just as many 
clear days in June 
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and July as there 
are in April and 
September. And if 
the weather is bad, 
the homeowner may 
be assured that it 
will clear in a rela- 
tively short time so 
that the weather 
will not interfere 
greatly with the 
painter’s schedule. 
An additional 
point in favor of 
summer painting, 
one which will ap- 
peal to the home- 
maker if not to her 
spouse, is that there 
is generally less 
confusion around 
the house in sum- 
mer than at any 
other time. In the 
spring the children 
are coming home 
from school and 
bringing their 
(Continued on p. 64) 
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In Stockton, California, the Turner Hardware Com- 
pany, with eight branches in nearby towns have 
found a way to increase their paint volume 


profitably. Their methods have a double -value 





Read how they 
do it 


glylt) PUNDESR 
Bw rat 


8 TO 32 N. AMERICAN 5ST. 


SHERWIN-WILLIAMS 


PAINT 
HEADQUARTERS 


There is no bargain 


like aie — U mer Gets 


comer 


Only a few dollars will work this miracle ASTER painters are sometimes neglected by 
Spatial tein cas tieieiaaiiadiie hardware establishments desirous of doing 


S-W ENAMELOID (@ = a larger paint business. The former “fly- 
ay vate by-night” journeyman painter is almost a 
Cet eee ee eae thing of the past The master painter of today is most 


iw Enameiasd i the work's finest rapid-deying decorative (A —— often a permanent resident and will meet his obligations 
Tey oo cose with which you cam as promptly as the next fellow. If the professional 
nhingen. Din eae painter fails to pay his bills, he quickly falls into ill 


<a repute and loses his standing and following in the com- 


munity. 
FRIDA nee SATU RDAY Most master painters also realize that it is impossible 


for the merchant to continue to do business unless he 
makes a profit on the goods he sells. They are quite 
Sherwin-Williams Paint | willing that the dealer shall make a fair and just margin 


etn sees. Sa e on the merchandise they buy. The master painter’s 

faon oo nc business builds volume. While a large volume does not 
always mean proportionately large profits, it is the mer- 
chant’s duty to see that it means just that in his par- 
ticular case. 

In Stockton, Cal., the Turner Hardware & Implement 
Co., having its main store in Stockton and eight branch 
stores in nearby towns, has found it advantageous to 
go after the master painter’s patronage. To this firm it 
is profitable and at the same time contributes to build- 
- ing up a substantial annual volume in paints and related 

18 TO 32 N. AMERICAN ST. supplies. Accumulative discounts, based on annual 
SSS SSS ESE (/ sales, are allowed by the paint manufacturer, which 
makes an effort for large volume doubly productive. At 
the same time it has been said that the prestige received 
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by a store that is patronized by master painters, goes 
a long way in selling paint to the home owner who paints 
his own home. In other words, the good-will of the pro- 
fessional painter is a valuable asset. 

In describing the methods used by this concern in ac- 
quiring the trade of master painters, Al. Steinman, ad- 
vertising manager, says: “We concentrate on one line 
of paints throughout all of our stores. The line em- 
braces house paint, varnishes, enamels, lacquers, roof 
coatings, master painter materials, insecticides and 
spray materials. The latter items are handled in our 
implement department. 

“Our plan of merchandising paints includes our news- 
paper promotional work, which ties in directly with the 
factory advertising; their metropolitan newspaper cam- 
paign, and our own local advertising in the weekly and 
daily newspapers throughout our territory. This news- 
paper advertising in the local papers is scheduled to tie 
in directly with the releases of the factory advertising 
program. We use generous sized newspaper space fea- 
turing paint. (A typical paint advertisement, as used 
by the firm, is reproduced in an accompanying illustra- 
tion.) 

“In our paint department we have two outside sales- 
men, who contact the master painters and also offer a 
service direct to the home owner, in making estimates 
and giving practical information on painting problems. 
Both of these men are practical painters and operate 
out of our Modesto and Stockton stores. 


aster ae usiness 


“In calling on their prospects or in making contacts 
with the master painters these salesmen make out a 
daily report sheet on which is noted the information 
obtained by their visit. These names are turned into 
the advertising department daily and are immediately 
followed up with a personally written letter. Each letter 
is written to fit each particular need and according to 
the information furnished by the salesman’s daily re- 
port. On the first call the salesman makes a letter is 
usually written to the prospect thanking him for the 
courtesy shown our representative. More or less good- 
will naturally develops from the visits. When substan- 
tial sales are made by the salesman or even in the case 
of small sales made to a new customer, the transaction 
is followed up with a “thank you” letter to the buyer. 

“While our newspaper advertising is appearing in 
conjunction with the advertising of the paint manufac- 
turer, in which a feature is made of the fact ‘For 
economy use the best paint and engage a GOOD painter,’ 
we secure advance proofs of the ads to appear in our 
local papers and mail these to master painters. These 
are accompanied by a letter which calls attention to the 
fact that the paint manufacturer is boosting the 
painter’s game by recommending in its advertising 
to engage a good painter. These proofs and letters are 
mailed to every master painter in the two counties in 
which we operate stores. This mailing of advance 


proofs and the information when our ads are to appear, 


(Continued on page 68) 
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——= CA Waanen 


LETTERS trom tHe TRADE 


Here’s a Credit Story 


HAMILTON, Mo.—We notice your 
article on page 58 of the September 
18th issue of HARDWARE AGE about 
supplying credit information to the 
mail order houses. 

Seeing this brought to mind a little 
deal one of our customers had with 
the local store of a mail order house. 
This firm sells a gas engine washing 
machine for $5 down and $10 a 
month. This customer, whose credit 
is not good for 25c. with us, sent in 
his $5 and an order for one of these 
machines, and sent our name as a 
reference. 

The manager of the mail order store 
wrote us and we gave him a truthful 
reply—that this customer would not 
pay, had owed us 15c. for about a 
year, etc., but evidently some of the 
other references sounded better, and 
he got the machine. 

He had it about nine or ten months 
and they wrote him numerous letters, 
but the original $5 was all they ever 
got. Finally thev decided it was of 
no use to write him, and put the ac- 
count in the hands of a lawyer in 
the next town south, who also tried 
to collect, to no avail. 

This party was execution proof, so 
the mail order store finally wrote 
their lawyer to get the machine and 
dispose of it. The lawyer hired a 
truck for $250 to go get the ma- 
chine and take it to his office, where 
he stored it for some time and tried 
to sell it. He didn’t have any luck, 
so he spent about $3 more for lumber, 
crated it and had a drayman haul it 
to the depot, about 75c. more, and 
ship it back to the store, freight 
collect. 

That store only got $5 out of the 
deal, most of which went for stamps, 
stationery, etc., writing duns to the 
customer. The lawyer got about $20 
for the truck bill, lumber, drayage 
and his fee. and the mail order store 
had to pay the freight back on the 
washer, which by that time was over 
a year old. Now the problem is to 
figure out how much net profit the 
mail order house made on this trans- 
action. 

This is only one case of a number 
that we know of, but this one happens 
to be about the worst. 

We know of another case where a 
customer bought a radio, on payments, 


used it about six months, took it 
back and declared it would not work, 
and got the cash back that he had 
paid for the payments in full. In the 
meantime the radio had got scratched 
up, the model was obsolete, to say 
nothing of the service they furnished 
on putting the set up, use of the 
money in the meantime, etc. 

We always answer the credit let- 
ters they send us promptly, as the 
bigger share of them are from people 
of this kind, whom we do not want as 
credit risks. Of course, they sell 
some of our customers who are O. K., 
but we have noticed that the bigger 
share of these reports are on custom- 
ers of questionable credit standing, 
and we are glad to pass them along 
to the mail order house. 

D. F. MARTIN, 
Martin Hdwe., Imp. & Furn. Co. 


Join the Credit Association 


AUSTIN, TEX.—We have in our city 
an excellent Retail Merchants Asso- 
ciation which has an efficient credit 
department with several employees. 
This is where we get our retail credit 
ratings. The fees for membership by 
reputable firms as well as the amount 
of dues is moderate. 

When asked for information we re- 
fer the inquirer to this association, 
which furnishes this rating to its 
members without additional cost. 

W. H. RICHARDSON, JR., 
W. H. Richardson & Co. 


Sometimes at 50 Cents Each 


MILLEDGEVILLE, GA.—We will say 
that our firm does not make a prac- 
tice of giving out credit information 
—in fact we have a specially con- 
structed stamp that we use on all 
inquiries, which reads as follows: 
“We can furnish information re- 
quested, but make a charge of 50c. 
in advance for all credit reports.” 
We get an occasional 50c. on this 
method, but it usually serves to re- 
lieve us of any further inquiry, as 
few of these inquiries are pitched on 
a reciprocal basis, and simply mean 
that we work for the other fellow for 
nothing. We do not believe as a rule 
that it is good business to furnish 
credit information to these outside 
sources. R. W. HATCHER, 

R. W. Hatcher Hdwe. Co. 


Yes, at a Fee 


Dover, DEL.—We have always been 
very prompt in furnishing credit re- 
ports for oil companies and others 
that wrote us for information, but 
I am doubtful if we feel any respon- 
sibility whatever toward the giving 
of information to mail order houses; 
the local merchant knows the people 
of the community and would very 
rarely have to go to a manager of a 
mail order outfit for any information; 
and if he did, I am very sure he 
would not get much information. 

We do not have a mail order house 
that the information would be sup- 
branch in our town, but if we did and 
we got any.number of inquiries from 
them, I would get up a letter stating 
charge for same, and the charge would 
be not less than a dollar for each re- 
plied but that we would make a 
port. W. T. MASSEY. 


A Subject for Conventions 


NEWTON, KAN.—I am very much 
gratified to note that you have, 
through the columns of HARDWARE 
AGE, taken up the cudgel in favor of 
the independent hardware merchant 
and against that most pernicious of 
all forms of competition, merchandis- 
ing by public service corporations. 

This store was established in the 
early seventies, and when gas and 
electricity were in their infancy pi- 
oneered appliances for the use of 
both. However, for the past ten 
years we have fought, single-handed, 
a losing fight against competitive 
methods that are almost unbelievable. 
At least one of the corporations ser- 
ving our community has employed 
tactics that for unfairness and gen- 
eral low-down despicableness would 
not be resorted to, we feel sure, by 
the meanest imaginable competing 
merchant. This, too, by a corpora- 
tion whose holdings run into hundreds 
of millions. 

I feel that at the various hardware 
conventions to be held this coming 
winter no more important subject 
can be discussed than this one dealing 
with selling of merchandise by public 
service corporations. 

Very cordially yours, 
A. S. Ho.perr. 
Holbert & Napier. 
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“Here you are,” the Praeger tables 

fairly shout at you. Right up in 

front on the right hand side as you 

enter, you know you are in a hard- 

wate store, and you are quickly im- 

pressed by the completeness of lines 
and the variety of items. 


When the Customer Sells Himself 
—He Stays Sold 


from 95 cents to $5, screwdrivers 
from 10 cents to $1.00, and so on 


ET a customer convince him- 
self, or believe he has, and 
you will find him truly 
convinced, and easily sold 

for cash. Such is the logical back- 
ground that brought about the de- 
velopment of the interesting and 
profitable tool department of Prae- 
ger Hardware Co., in San Antonio, 
Tex. On practically every hand 
tool item this firm has a complete 
price range on open tables. There 
is a row of some 36 hammers of 
varied pattern and quality offered 
from 29 cents to $1.65, a table 
showing twelve hand saws selling 


down the line. Each compartment 
bears its own price card large 
enough to be read quickly. Each 
compartment is full but not over- 
crowded and with every handle 
turned toward the customer that he 
may help and serve himself. 

The major portion of the right 
hand side of the store is devoted to 
tools. They are sampled on wall 
panels and such items as the pre- 
cision tools are in glass cases, but 
the bulk of the stock is displayed on 
a battery of eight standard type 


—and Praeger Sells Tools 
on That Basis in San Antonio 


open top tables. And what a dis- 
play! No matter what the cus- 
tomer seeks in the tool line he has 
as wide a range of pattern and 
price as may be found anywhere 
—for there just couldn’t be any- 
thing else to show them. 

Even though the stock on dis- 
play is complete, there are no 
“lemons,” no “boarders.” Every 
item must pay its way and pur- 
chases are regulated, not according 
to formula, but according to actual 
sales made in the Praeger store. 

E. Praeger, the proprietor, like 
all veteran hardware merchants, 
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has a deep fondness for his tool de- 
partment. It is the backbone of his 
trade and he loves it. He has no 
illusions about the merits of cheap 
tools and good tools. He knows 
that good tools offer better values 
than cheap tools, but he also knows 
that he has plenty of customers 
who don’t think so. He is perfectly 
willing to educate them with the 
value argument, but is not willing 
to lose their patronage because they 
insist on cheap tools. 

“Here you are!” his tables fairly 
shout at you. Right up front on 
the right hand side, you know you 
are in a hardware store and you are 
quickly impressed with the com- 
pleteness of lines and the variety of 
items. 

Mr. Praeger admits he was very 
skeptical of the tool tables when 
they were first installed. He had 
heard a great deal about the almost 
magic “second sales” that open dis- 
play provided, but he wanted to be 
shown. The first three weeks the 
tables were in use, all sales slips 
were carefully audited. Each sec- 
ond or third sale which the custom- 
er made without prompting from 
the salesman was checked with a 
red circle. Three weeks were long 
enough on this particular check up 
and today the entire store is ar- 
ranged on the open display basis. 

Says Mr. Praeger about selling 
competitive grade tools: “The 
hardware merchant must recognize 
a definite public demand for lower 
priced tools and 
at the same time 
must maintain 
his reputation 
for backing 
only good 
values and first 
grade qualities. 
Without being 
offensive in the 
matter, he can 
easily explain 
that the cheap- 
er tools are cer- 
tainly worth 
every cent 
asked, but they 
cannot be guar- 
anteed and that 
further—from a 
dollar and cents 
basis it pays 
to buy only the 
best. 


The Praeger Hardware 
Co., in San Antonio, 
Texas, carefully checked 
its open table displays 
of tools for second and 
third sales during the 
first three weeks after 
their installation. Three 
weeks were enough to 
convince Mr. Praeger, 
and today the entire 
store is on an open dis- 
play basis. 

“He cannot, however, be too in- 
sistent for many a good customer 
feels that he can only afford a 
limited investment and too much 
prodding will hurt him and dis- 
courage him from again coming in 
your store. Also you must share 
some responsibility for anything 
you display for sale. We have our 
price range on every item in such 
a manner that even the most 


casual observer will note the va- 
riety of prices available. No 


amount of conversation on the 
relative merits of the different 
grades is as eloquent as this kind 
of display. 





“The customer looks at 29-cent 
hammers, then at 39-cent types 
and so on. Most of the time he 
will flatter himself on being a 
good judge of values and will be 
quick to accept something between 
the best and the cheapest. Such a 
sale might be lost were it neces- 
sary for our salesmen to scout 
around and dig for the desirable 
price range. 

“All people are naturally lazy 
and even’ good men toward the 
close of a busy day may be tired 
and not as active in trying to build 
up a higher*unit of sale. The dis- 
play of price range makes even an 
out-and-out lazybones get busy 
and try to encourage the sale of a 
better grade tool. 

“When we first displayed cheap- 
er tools it caused quite a stir 
among our customers and even 
provoked remarks to the effect 
that it would not now be necessary 
to go down town for bargains, etc. 
We gave the customary story 
about being able to render a com- 
plete service both as to variety 
and price and we know that this 
policy was right. Our sales rec- 
ords prove it. 

“Many a man with a natural 
urge to own and use hand tools, 
hesitates to make inquiries fear- 
ing that price on a complete out- 
fit may prohibit him from such 
ownership. Our plan of display 
invites him to think of tools and 

he immediately 

gets interested 

b cause of the 

prices he sees 

within his finan- 
cial limits. Per- 
haps we must 
sell him only 
. the cheapest of 

tools. If he is 
successful to a 
reasonable de- 
gree in his ef- 
forts at handi- 
work he’ll be 
back to start a 
kit of quality 
tools. If we had 
only quality to 
offer him in the 
first place we 
might never 
have got him 
started.” 
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Browning Arms Co. Files Suit Against 
Mail Order Houses 


Browning Arms Co., Ogden, 
Utah, has brought suit against 
Montgomery Ward & Co., Chi- 
cago, Ill., mail order house. 
The suit, which is of civil na- 
ture, sets forth that the amount 
concerned in the controversy is 
in excess of $3,000. The arms 
company alleges that Montgom- 
ery Ward & Co. offered for 
sale, in its retail stores and by 
means of its mail order depart- 
ment, a shotgun, illustrated and 
designated as “The Genuine 
Browning Automatic Shotgun.” 
Another gun was advertised as 
the “New western field auto- 


matic Browning design,” ac- 
cording to the complaint. The 
word design is printed in 


smaller type, in a manner that 
would lead the public to be- 
lieve it is a licensed gun of 
Browning design and _ patent, 
says the arms firm. The Brown- 
ing organization sets forth in 
the complaint that it is not 





the maker of the guns referred 
to, but that it believes they are 
made to order by an arms firm 
in New York. 

The original business of the 
firm was the invention and de- 
velopment of improvements in 
firearms, and the licensing of 
reputable manufacturers of their 
selection to use their inventions. 
The present firm was incorpo- 
rated in 1927, by successors of 
John M. and M. S. Browning. 
Among the arms offered is the 
automatic shotgun designated as 
Browning Automatic Shotgun. 
It is claimed in the complaint 
that the use of the name Brown- 
ing is with full knowledge of 
its deceptive effect. Boxes in 
which the guns are shipped men- 
tion Browning as do the receiv- 
ers, says the plaintiff. 

A complaint of similar nature 
has been filed against Sears, 
Roebuck & Co., Chicago, IIl., 
mail order house. 





CARBORUNDUM WILL 
RESUME BROADCASTS 


The Carborundum Co., Ni- 
agara Falls, N. Y., will again 
present a series of radio pro- 
grams over the Columbia chain, 
featuring the fifty-piece Car- 
borundum band. On Saturday 
evening, Nov. 8, at 9 o'clock, 
eastern standard time, the first 
program will start. They will 
continue, in this fourth season 
of broadcasting for the com- 
pany, every Saturday night 
until well into the spring. 

In addition to its entertain- 
ing qualities, the programs will 
offer listeners a souvenir Carbo- 
rundum brand pocket stone in 
a leather case. The dealer will 
be assisted, as the listeners will 
be asked to register their names 
and addresses with any local 
hardware dealer. In turn the 
dealer is to forward the names 
and addresses to the company, 
after which the souvenir will be 
sent to the listener. To fur- 
ther help the dealer, window 
and counter cards showing the 
band and indicating the hour 
and stations will be available. 
The programs will be broadcast 
from WABC, New York City; 














WMAQ, Chicago, Ill.; WCAU, 
Philadelphia, Pa.; KMOX, St. 
Louis, Mo.; WNAC, Boston, 
Mass. ; WHK, Cleveland, 
Ohio; WXYZ, Detroit, Mich., 
and WKBW, Buffalo, N. Y., 
of the Columbia Broadcasting 
System. 


NATIONAL LOCK WASHER 
EXPANDS NEWARK PLANT 


The National Lock Washer 
Co., Newark, N. J., plant has 
recently added a modern four- 
story fireproof reinforced con- 
crete structure to the present 
buildings. This new structure 
covers a gross area of 50,000 
square feet and contains a com- 
pletely equipped shop for the 


production of car ® window 
equipment, marine speedom- 
eters, and the machining of 


drop forgings. Drafting rooms, 
first-aid stations and a modern 
cafeteria are included. 

A feature of the construction 
is the use of the inverted girder 
form of floor supports along 
the outer walls. By suspending 
floorings from these outer gird- 
ers, the builders were able to 
install glass sidings or windows 





for the full height of the wall, 
affording greater light spread 
in the sorting space. On each 
floor the solarium effect is car- 
ried out on three sides of the 
building, with service units set 
in the center of the structure. 








G. W. Noland, sales man- 
ager of the Gray & Dudley 
Co., Nashville, Tenn., man- 
ufacturers of the Washing- 


ton line of stoves. Mr. 

Noland’s appointment was 

mentioned in the Oct. 2 

issue of Hardware Age on 
page 53. 





FRIEDMAN IS MANAGER 
OF WIRE WORKS BRANCH | 
Charles Friedman has been 
appointed manager of the Phil- 
adelphia, Pa. branch of the 
Buffalo Wire Works Co., Inc., 
succeeding George Hocker. 
Walter C. Noll has been ap- 
pointed assistant manager of 
the Philadelphia branch. 





W. J. McKENNA JOINS 
SECHTMAN HDWE. CO. 


W. J. McKenna, for many 
years representing The Bigelow 
& Dowse Co. of Boston and 
Springfield, Mass., has joined 





the sales department of the 
Sechtman Hardware Co., 140 
Governor Street, Hartford, | 
Conn. He will spend his time | 


between Hartford, Conn., and 
Springfield, calling on  prac- 
tically the same accounts that 
he has called on in the past. 
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DONOVAN TELLS ASS’N 
ABOUT STORE LIGHTING 


J. J. Donovan, assistant man- 
ager, Lighting Bureau, Brook- 
lyn Edison Co., Brooklyn, N. Y., 
was the speaker of the evening 
at the meeting of the Brooklyn 
Hardware Ass’n, Thursday eve- 
ning, Oct. 10, held at the John- 
ston Bldg., Nevins St., Brook- 
tyn, N. Y., which had an at- 
tendance of more than 25. Mr. 
Donovan used lantern slides to 
illustrate his talk, for the pur- 
pose of showing the advantages 
and disadvantages of various 
types of store and display win- 
dow lighting, pointing out the 
value of proper lighting. He 
reminded his listeners that the 
window is the most important 
and valuable space in the store 
and that white is the best re- 
flecting color. The relative re- 
flecting values of other colors 
were also indicated on a chart, 
which was shown on the screen. 
Mr. Donovan told his listeners 
that the services of the bureau 
were theirs for the asking. 

President R. L. Hammond, 
A. N. Nelson & Co., announced 


that Fred Hinchman, New 
York manager, John Russell 
Cutlery Co., Turners Falls, 


Mass., would address the No- 
vember meeting on the subject 
of cutlery. Robert Pearsall, sec- 
retary, read his report and the 
treasurer, H. F. Bond, made a 
report on the organization’s fi- 
nancial condition. R. J. Atkin- 
son, Brooklyn, N. Y.,_ past 
president, N. R. H. A., intro- 
duced W. B. Allen, Palo Alto 
Hardware Co., Palo Alto, Calif., 
president, N. R. H. A. Gus 
Flamman, member of Brennan, 
Flamman & Simpson, counsel 
for the organization, told the 
association some interesting and 


| valuable points about the neces- 


sity of establishing the exact 
identity of persons and organi- 
zations to whom credit is ex- 
tended. He also spoke upon 
the need of being able to show 
the true ownership of delivery 
equipment used to deliver the 
merchant’s goods to his cus- 
tomers. He cited cases to show 
why such attention is necessary. 

Many of the members and 
guests present handed in ques- 
tions, which were discussed by 
Mr. Atkinson. Other members 
supplemented the discussions 


pe a 
with personal opinions and facts. 
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HARDWARE MAN DIES IN 
FIRE-SWEPT BUILDING 


Adolph Widner, 58, hardware 
dealer, North Bellmore, L. L., 
died in the recent fire that de- 


stroyed his store and damaged 
five other buildings. It is be- 
lieved that Mr. Widner set the 
building on fire and then 
hanged himself, as his body 
was found in the ruins with a 
charred rope about his neck. A 
local fire chief was injured in 
the head when his helmet was 
pierced by two bullets, which 
exploded when heat set off a 
number of cartridges in the 
store. 


F. W. DICKINSON HEADS 
COLUMBUS HDW. ASS’N 
The first business meeting of 

the recently organized Retail 

Hardware Association of Co- 

lumbus, Ohio, was held Oct. 

6 at the Deshler-Wallick Hotel 

in that city. Officers of the or- 

ganization are: F. W. Dickin- 
son, Dickinson Hardware Co., 
president; John Bodfish, vice- 
president, Bower Hardware 

Co.; Henry A. Reinhard, at- 

torney, secretary; and Charles 

Ackers, Ackers Hard- 
ware Co. treasurer. Mem- 
bers of the board of directors 
are: Ira Seely, Seely Hardware 

Co.; Walter Clark, Clark 

Hardware Co.; Fred Kraus, 

Kraus Hardware Co.; S. W. 

Cohagen, Cohagen Hardware 

Co.; and F. H. McMillen, Mc- 

Millen Hardware Co. 


TEXAS ASS’N MEETS IN 
DALLAS, JAN. 20-22 

The annual convention of the 
Texas Hardware & Implement 
Ass’n will be held in Dallas, 
Tex., Jan. 20, 21 and 22, 
1931. Exhibit and convention 
will be held at the Baker Hotel 
in that city. Exhibits will be 
placed in the Crystal Ball Room 
and lounge on the mezzanine 
floor of the hotel. They may be 
installed Sunday or Monday, 
Jan. 19 or 20. Dan Scoates, 
College Station, Tex., is secre- 
tary and treasurer of the asso- 
ciation. 


JOHN C. REED PASSES 


John C. Reed, for a number 
of years identified with the 
Standard Sanitary. Mfg. Co., 
Pittsburgh, Pa., died at his 
home in that city on Oct. 1. He 
was born in Ireland in 1847 and 
came to this country when he 
was two years old. Mr. Reed 
founded a jobbing and stove 
foundry in the Pittsburgh dis- 
trict in 1883, but 10 years later 











entered the employ of the 
Standard company, where he 
held many positions, finally ris- 
ing to general superintendent of 
foundries. He was also a mem- 
ber of the board of directors 
for a number of years. 


A. W. NEALLY HEADS 
COLUMBUS SALES MGRS. 


A. W. Neally, director of 
sales of the Columbus Show 
Case Co., Columbus, Ohio, was 
recently elected as president of 
the Sales Managers’ Club of 
the Manufacturers and Whole- 
salers Ass’n of the Columbus 





Chamber of Commerce. 


MERGED GLUE CONCERNS 
REPRESENT 65 P. C. OF 
INDUSTRY’S PRODUCTION 


According to the Journal of 
Commerce, Oct. 4, the incor- 
poration of three of the leading 
glue interests in the United 
States; American Glue Co., 
3oston, Mass., United States 
Glue Co., Milwaukee, Wis., and 
the Peter Cooper Glue Factory, 
Gowanda, N. Y., has allied 65 
per cent of the hide glue pro- 
duction of the country. 

The Peter Cooper Corp., ac- 
cording to the report, has been 
organized as a holding company 
for the group, and has a capi- 
talization of $7,500,000, consist- 
ing of 300,000 common shares. 
The merger was started with 
Crystal Gelatin Co.’s absorption 
of the Essex Gelatin Co. Amer- 
ican Glue Co. recently sold its | 
sandpaper producing units to 
the Carborundum Co., Niagara 
Falls, N. Y. Its gelatin plants, 
the Crystal and Essex Gelatin 
companies were taken over by 
the Eastman Kodak Co., Ro- 
chester, N. Y. 

It was further reported in the 
Journal of Commerce that al- 
most all of the remaining hide 





glues made in the United States 
as well as the greater part of | 
the bone glues are made by the | 
Swift, Armour, and Cudahy 
Packing companies of Chicago, 
Ill.; Keystone Co., Williams- 
port, Pa. and Tunnel & Co., 
Philadelphia, Pa. There are | 
other independent producers of 
both bone and hide glues. 

As the total yearly output of 
hide glues is of an approximate 
value of $120,000,000 annually, 
the production of the combined 
companies would be valued at 
about $78,000,000. Financial 
statements reveal capitalization 
of the Peter Cooper Glue Fac- 
tory, Inc., as $6,000,000. Other 
capitalizations are: United 
States Glue Co., Inc., as $4,000,- 
000 and that of the American 





Glue Co., Inc., as $2,500,000. 


W. B. Allen, Palo Alto 
Hardware Co., Palo Alto, 
Calif., president, N.R.H.A. 
who visited the Brooklyn 
Hardware Assn. meeting and 
other groups last week, while 
in New York City. He is 
spending several weeks in the 
east and will participate in 
the Atlantic City convention 


GIFT AND ART SHOWS 
HAD RECORD CROWDS 


According to the National 
Gift & Art Ass’n, the record 
attendance at the recent national 
fall shows of the association 
indicates a growing confidence 
that the end of the ptesent busi- 
ness depression is in sight. 
Signs point to a steady improve- 
ment in the retail trade with 
the approach of the holiday 
season. The shows which were 
held in Philadelphia, Pa., New 
York City, and Boston, Mass., 





had exhibits from the leading 
manufacturers of gift and art- 
ware merchandise in the coun- 
try. 

Buyers who attended the 
shows, found that the range of 
price was very broad and com- 
plete. Many new items put in 
their appearance during the 
shows. The shows have been an 
annual feature for the past ten 
years. It has always been the 
organization’s policy to select 
exhibitors with great care. Next 
year the association’s February 
and March, August and Sep- 
tember National shows will un- 
doubtedly attract greater atten- 
tion. 


KOOP CELEBRATES 
GOLDEN ANNIVERSARY 


Herman D. Koop, H. D. 
Koop Hardware Co., St. Louis, 
Mo., hardware dealer, celebrated 
his fiftieth wedding anniversary 
Oct. 5, which was attended by 
his six children and eight 
grandchildren. Mr. Koop was 
born in Cincinnati, Ohio, in 
1856. His wife was born in 
Germany in 1857, coming to 
this country at an early age. 
Shortly after their marriage the 
Koops moved to Medora, IIl., 
where Mr. Koop engaged in 
business for two years. The 
Koops moved to St. Louis, 
where he became associated 
with Mr. Lewis as_ partner. 
Mr. Koop later went into bus- 
iness for himself, which he has 
retained for 34 years. 





Motor & Equipment and Nat. Standard 
Parts Assns. Joint Show in Cleveland 


important 
shows to form what will prob- 
ably be the largest and most 
complete trade show in the his- 
tory of the automotive industry 


Arrangements for the Joint 
Trade Show of the Motor and 
Equipment Association and. the 
National Standard Parts Asso- 
ciation are being perfected by a 
joint operating committee upon 
which both associations are 
equally represented. The show 
will be held in the Cleveland 
Public Auditorium, Cleveland, 
Ohio, from Nov. 13 to 19 
inclusive. Members of the com- 
mittee are: M. C. DeWitt, 
chairman of the M. E. A. Show 
Committe@; L. F. Iverson, chair- 
men of the N. S. P. A. Show 
Committee; FE. T. Satchell, 
M. E. A. Jobber; V. C. Ander- 
son, P. S. P. A. Jobber; B. W. 
Ruark, Executive Secretary 
M. E. A. Divisions “B” and 
“C”: and R. Macfee, Secretary 
of the N. S. P. A. All matters 
of show management will be 
under the direction of this com- 
mittee. 

Announcement of the merg- 





ing of- these two 


has been enthusiastically re- 
ceived by all branches of the 
trade. It is estimated that the 
saving in time and expense to 
those who will participate in 
the show will aggregate be- 
tween a quarter and a half mil- 
lion dollars. In addition the 
combined exhibits will be of 
greater value to all who attend, 
because of increased opportuni- 
ties to make contacts and to 
compare lines. 

Every available square foot 
of floor space in the auditorium 
arena, the west wing, and the 
wide arcade connecting these 
two exhibition halls will be 
taken by exhibitors who were 
allotted their space at the joint 
drawing in Detroit, Mich., on 
Sept. 19. 
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BLACK & DECKER CHANGE 
NAME OF DOMESTIC UNIT 


Black & Decker Electric Co. 
is the new name of the concern 
formerly known as The Do- 
mestic Electric Co., of Cleve- 
land and Kent, Ohio. The 
change became effective Oct. 1. 
The Domestic Electric Co. be- 
came a part of the Black & 
Decker group two years ago. 
Black & Decker feel that by 
the change the organization will 
be strengthened without any 
radical changes in policy. It 
will give the former Domestic 
group the benefit of broad ex- 
perience, financial strength and 
extensive engineering and re- 
search resources. 

Included in the Black & 
Decker group are the following 
companies: The Black & Decker 
Mfg. Co., Towson, Md.; Black 
& Decker Mfg. Co., Ltd., Mon- 
treal, Canada; Black & Decker, 
Ltd., Slough, Bucks, England; 
The Van Dorn Electric Tool 
Co., Towson, Md.; Marschke 
Mfg. Co., Indianapolis, Ind.; 
Fleming Machine Co., Worces- 





ter, Mass., and Black & Decker 
Electric Co., Kent, Ohio. 





KOSTER IS VLCHEK CO. 
EXECUTIVE VICE-PRES. 


E. C. Koster, who was vice- 
president and factory manager 
of the Vichek Tool Co., Cleve- 


land, Ohio, has been made ex- 
ecutive vice-president. J. G. 
Wattleworth, assistant factory 
manager, has become factory 
manager. F.S. Macourek, who 
was secretary and treasurer of 
the company for the past 13 
years, has retired, and D. B. 
Wilson and H. F. Vichek have 
become secretary and treasurer, 
respectively. 


OTTO H. HARRAS JOINS 
ECONOMIST SERVICES 


Otto Henry Harras, former- 
ly western coast representative 
of Century and Metro Adver- 
tising Service Companies, has 
joined the staff of the Econo- 
mist Retail Services, 239 W. 
39th St., New York City, a part 





of the United Business Pub- 
lishers, Inc., with which Harp- 
WARE AGE is affiliated. Adver- 
tising services offered by the 
Economist Retail Services are 
available to the hardware and 
housefurnishings stores, depart- 
ment stores and the boot and 
shoe retail trade. 

Mr. Harras is well known to 
hundreds of merchants in Cali- 
fornia, Oregon and Washington 
and will cover the western coast 
territory. 


F. T. RUSSELL DIES 


F. T. Russell, works manager 
of the Savage Arms Corp., died 
as a result of an automobile col- 
lision on Monday, Sept. 22, 
while he was driving his car 
to the Savage plant in Utica, 
NY 

Mr. Russell attended the Uni- 
versity of Michigan at Ann Ar- 
bor and was employed by the 
Savage Arms Corp. in various 
engineering and _ production 
capacities for over 25 years. 
He is survived by his widow 
and two daughters. 
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A. R. WEICH PASSES 

Alfonse R. Weich, owner of 
the A. R. Weich retail hard- 
ware store, 91 Broome Street, 
Newark, N. J., died Oct. 3, at 
the age of 61. Mr. Weich’s 
son, Herbert, and his brother, 
Hugo, were employed in the 
store. He founded the present 
business in 1891, prior to which 
time he was employed by Wil- 
son & Gardner, Newark, N. J., 
for 10 years. He was a mem- 
ber of the N. R. H. A. Besides 
his son, a daughter and Mrs. 
Weich survive Mr. Weich. 
The business is being continued 
under its present name by Her- 
bert Weich. 


BLAKE IS MANAGER OF 
TRIMONT MFG. CO. 

Edward Blake became affili- 
ated with the Trimont Mfg. 
Co., Roxbury, Mass., on Oct. 1, 
as general manager. He was 
formerly sales manager of 
Greenfield Tap & Die Corp., 
Greenfield, Mass. 





Encouraging Signs of Trade Revival Shown 
in Alexander Hamilton Survey 


ENERAL business is now appar- 

ently on the mend, although im- 
provement during the past month has 
been spotty and of meager propor- 
tions. There is little evidence that 
business will experience a quick return 
to prosperity, although from now on 
the general trend promises to be in 
that direction. Upward progress will 
probably be featured for some time by 
irregularity and discouraging set- 
backs. Various factors tending to 
retard recovery are still in evidence. 
The unsatisfactory agricultural situa- 
tion as the result of the drought and 
the slump in prices is one of the se- 
rious obstacles to trade revival. An- 
other is the failure of building con- 
tracts to show the expansion neces- 
sary to support a satisfactory rate of 
industrial activity. A third retarding 
factor is the curtailment of the pub- 
lic’s purchasing power due to unem- 
ployment, which is still a serious prob- 
lem, says a recent analysis and fore- 
cast bulletin of Alexander Hamilton 
Institute. 

Evidence that business has begun to 
improve despite the various unfavor- 
able features, says the bulletin, is fur- 
nished by the following factors: 

1. Factories consumed more elec- 
tricity in August than in July. 

2. The index of machine tool orders 
which is particularly sensitive to 





changes in industrial conditions rose 
from 91.1 in July to 118.8 in August. 

8. Exports of merchandise from the 
United States were valued at $300,- 
000,000 in August, as compared with 
$266,000,000 in July, an increase of 
12.8 per cent. 

4. Car loadings in August averaged 
938,000 per week, as against 895,000 in 
July. 

5. The average weekly sales of cot- 
ton cloth rose from 45,037,000 yards 
in July to 47,054,000 yards in August. 
Deliveries of raw silk to the mills rose 
from 39,948 bales to 41,734 bales. Em- 
ployment in the woolen mills showed 
an increase. 

6. Production of anthracite and bi- 

tuminous coal was larger in August 
than in July. Anthracite output was 
at a higher rate than in August last 
year. ; 
7. The steel mills were working at 
59.46 per cent of capacity in August, 
as compared with 56.35 per cent in 
July. 

8. Crude rubber consumption in 
August totaled 30,575 tons, as com- 
pared with 29,245 tons in July. 

9. In August 20 industries reported 
an increase in employment over July; 
in July only 6 industries reported an 
increase over June. 

10. The decline in the average price 
of wholesale commodities which was 


in progress for a year, came to a halt 
in July. Prices on the average have 
held relatively steady since that time. 

While improvement in most cases 
has not been of impressive propor- 
tions and has been further minimized 
by the usual seasonal tendency for in- 
creased activity at this time of the 
year, yet that betterment which has 
occurred is significant because a trade 
revival is fundamentally warranted. 
This is indicated by the following fac- 
tors: 

1. The supply of goods is sufficiently 
low to stimulate replenishment. This 
is indicated by the fact that factory 
production has experienced a year of 
recession, the average length of such 
periods in the past. 

2. Wholesale commodity prices on 
the average are at the lowest level 
since 1916. A number of raw mate- 
rials such as rubber, silk and sugar 
are at the lowest level on record. 

38. Many consumers who have es- 
caped unemployment are now in a po- 
sition to expand their purchases be- 
cause they have had time to complete 
installment payments on _ articles 
bought last year in the boom period. 

4. The supply of loanable funds is 
substantial and interest rates are low. 

5. Bonds are in good demand and 
are providing a source of funds for 
business expansion. 
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Priscilla Corn Popper 


The Leyse Aluminum 
Co., Kewaunee, Wis., 
makes the patented Pris- 
cilla No-Shake corn 
popper, which is said by 
the maker to be the 
only low priced alumi- 
num corn popper on 
the market that butters and salts each 
kernel as it pops. It has a double ap- 
peal as it can be instantly converted 
into a kitchen utensil for everyday use, 
by simply removing the wire from the 
cover. Suggested retail selling price is 
$1.25 each. To further stimulate 
interest in this corn popper the Leyse Aluminum Co. is now offering 
one popper free to every retail sales person, who sells one dozen or 
more. This offer is good until December 31, 1930. Display signs, 
two color folders, movie slides and newspaper electros or mats are 
available to dealers. 












King Flyer Wagon 


The Monarch Prod- 
ucts Co., Tiffin, Ohio, 
offers the No. 162 King 
Flyer wagon. It is hard- 
wood, sanded and 
matched, size 16 x 36 
inches. The gear is 
heavy steel channel with 
large easy turning fifth 
wheel. Wheels are 912 
inch disc type with 34 
inch tires and nickel 
plated hub caps. They 
are roller bearing 
equipped. Axles are ¥2 inch cold rolled. Body is natural finish, var- 
nished. Gear is of Indian buff and wheels are green. The No. 162 
King Flyer is packed in individual carton. Shipping weight is 30 Ib 





Owens-Illinois 
Bathroom 
Bottles 


A complete set of 
bath-room bottles is of- 
fered by the Owens-ll- 
linois Glass Co., Toledo, 
Ohio. The bottles are 
hand blown of perfume 
bottle glass, frosted all 
over and fitted with a 
hand-ground glass stop- 
per, frosted to match the bottle. Each bottle, which is square with 
slightly rounded edges, bears a slight indentation on one of the four 
faces, allowing application of an attractive heavy, silver water-proof 
label. The labels come in sets of eight; hand lotion, toilet water, 
bi-carb, bath salts, alcohol, witch hazel, cotton and mouth wash 
Labels are sent separately with each order of bottles, enabling the dealer 
to keep his stocks low, and permitting him to handle this merchandise 
on an exceptionally small investment. An attractive black and silver 
colored display card is offered dealers. Suggested retail selling price 


7 


is 75c. each 





Simplex No. 100 
Utility Vise 


The Simplex Utility 
Vise No. 100 is material- 
ly stronger than  vises 
having a solid bar type 
of slide, and the slide is 
not subject to bending 
where piece is held in 
one side of jaw, according to the maker. 


It has a square thread screw 
that gives the vise a powerful grip. Pipe jaws are provided for holding 








pipe from 2 to 1% inches outside diameter. Vise has a 3 inch jaw 
and steel slide. Anvil has horn, making it useful for hammering round 
pieces, rings, hoops, etc. The pipe jaws are part of the vise itself, 
preventing loss. Swivel base locks the vise in direction desired and is 
controlled by easy working lever. Handle is one piece, the ends being 
pressed into ball shapes. The jaw width is 3 inches, opening is 334 
inches and weight boxed is 14 Ib. List price is $3.00. Cost to dealer 
is $2.10 in half dozen lots. Simplex Tool Co., Woonsocket, R. I., is 
ve a The vise is finished in red enamel with metal surfaces 
polishe 





Burgess De Luxe SnapLite Flashlight 


Burgess Battery Co., Harris 
Trust Bldg., Chicago, Ill., prod- 
uces the Burgess SnapLite in 
the De Luxe model, to sell for 
the suggested retail price of 
50c. each. Cost to dealer is 
34c. complete. Dealer's pack- 
age contains ten flashlights. It 
has modernistic Egyptian dec- 
orations colored in red, gold and blue, packaged in rich looking box of 
harmonious colors. This model is particularly adapted for party prizes 
and Christmas gifts. 








Toy Railroad Accessories 


An automatic train controlling semaphore and 
Dyaltype transformer are among the new items 
offered by the American Flyer Mfg. Co., 2219 
South Halsted Street, Chicago, Ill. The sema- 
phore enables operator to control trains from 
distant position. It has die cast housing for 
lamps and controlling mechanism and--red and 
green lights, which synchronize with light system 
of the remote control track switches. A feature 
is the new patented track connection allowing 
signal to be fastened to either wide or narrow 
gauge track. Controlling switch No. 4181 is included with the sema- 
phore. It has two buttons, one red and one green, which in turn 
control the semaphore. Suggested retail selling price is $6.00 each. 





Jackbilt Playhouse _ 


The Jackbilt Playhouse is made of heavy fiberhide corrugated board, 
decorated in blue and red with green colored roof. It has one large 
door, eight windows, chimney and dormer window, with colorful awn- 
ings over all windows. There is a light fixture over the door and the 
floor is strong, to protect youngsters from cold or damp ground. The 








house, which measures, when set up 45 inches high, 36 inches wide 
and 40 inches long is priced to sell for the suggested retail price of 
$2.75. Rochester Folding Box Co., Rochester, N. Y., ships this house 
in a carton 42 inches high, 29 inches wide and 2 inches thick. Weight 


is 15 Ibs. each. 
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True Vibrator 


The True Vibrator 
Co., 4156 West Wash- 
ington Street, Los An- 
geles, Calif., manufac- 
tures a vibrating ma- 
chine, which has no 
motor and no moving 
parts or gears. It is 
solidly constructed as 
a unit, inclosed in a 
case of cast aluminum. 
The machine may be 
carried by attached 
strap and hung to a 
hook from any wall or 
carried in any travel- 
ling. bag. Equipment 
includes heavy durable 
belt of close knit weave 
specially made to give 
maximum vibrations 
and attached to non- 
breakable malleable 
iron arms. There are 
also included a head 
cap for neck and scalp 
massage, hook for at- 
tachment, six foot cord 
with two piece plug. 
The total weight with shipping box is ten pounds. Rate of deep, pene- 
trating vibrations is 100 per second, 6000 per minute on 50 cycle cur- 
rent; 120 per second, 7200 per minute .on 60 cycle current. It uses 
only the amount of current, necessary to light a 60 watt lamp. The 
control switch, which is of toggle type is located on the front of the 
case. Finish is brown and gold polychrome. There is no oscillating 
movement to wear out clothes or cause abrasions to the skin. The 
harder the tension or pull on the belt the stronger the vibrations. Over- 
all dimensions are: 6 inches wide, 8 inches long and 3 inches thick. 
Suggested retail selling price is $25.00 per machine. Discounts are 
one machine 35%, three machines 40%, six machines 45%; and twelve 
or more machines 50%. 








Majestic Radio 52 


Grigsby-Grunow Co., 580] 
Dickens Avenue, Chicago, Ill., 
has announced Majestic model 
52, perfected screen grid super- 
heterodyne radio receiver. In 
design it is a greatly reduced 
highboy type, measuring 39% 
inches high, 18% inches wide 
and 1234 inches deep, suitable 
is for the small apartment as the 

initial radio purchase or for a 

second set. Although of com- 
pact design, the receiver and 
speaker are of the very highest 
type according to the maker. 
The control panel is outlined in 
genuine imported marquetry 
inlay, with cabinet woods as 
carefully chosen and matched 
as on the larger Majestic 
models. Suggested retail sell- 
ing price is $86.00 without 
tubes or $112.50, complete 
with Majestic tubes, with 
which all Majestic models are 
shipped and sold. The set is 
an eight tube model, with a 
stage of radio frequency ampli- 
fication, oscillator, first detector, intermediate frequency stage, second 
detector and push-pull output stage. 
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Laub Ventilator 





Laub Products, Ashland, 
Pa. is manufacturing and : : | 
marketing through the job- < == — 
bing trade, a window ven- ([_ aa 
tilator of entirely new prin- 
ciple. It is designed to fit on the window sill, between stops on the 
inside of the window frame, on room side of window, making it possible 
to raise or lower the sash without removing the ventilator. The Laub 
ventilator is easily installed with the aid of two simple screw hooks 
supplied with it. Air circulation, which is always upward, as indicated, 
by arrows in the illlustration, is both constant and ample, without the 
least danger of direct draft in the room. It is constructed of heavy 
steel, finished in olive green baked on enamel, making a substantial 
and attractive article in every way, which is secure, safe and serviceable 
At present it is available in two sizes: adjustable 27% to 36 inches, 
and adjustable 27¥%2 to 4434 inches (measurement between jambs). 
Suggested retail selling prices are $1.00 and $1.25 respectively. Dealer 
discount is 1/3 off list. William Ludlum, 98 West Broadway, New 
York City, is general representative and selling agent 



































Universal 
De Luxe 
Heating Pad 


The Universal electric 
heating pad, No. E9940M, 
is a three heat pad, list- 
ing at $9.00. Landers, 
Frary & Clark, New Brit- 
ain, Conn., offers this 





model in an attractive 
all-metal three-color box. Cover of the pad is gray eiderdown. This 
model is a positive control automatic three-heat pad. A patented 


switch controls the heat at high, medium or low, as desired by the 
user. The pad is built up from a single heating unit by adding thermo- 
stats instead of extra coils. There are four non-radio interfering 
thermostats in this pad, which prevent overheating 


Standard 
Royal Chef 


The Standard Royal 
Chef range has an ex- 
tra broiler and is a 
four plate range, hav- 
ing large aluminum 
lined oven. Exposed 
panels are white porce- 
lain, castings are white 
porcelain and trims are 
chromium. Panels are 
of Armco sheet metal. 
Cooking top, door and 
door frame, switch 
brackets and sail 
bracket are cast. The 
range has four 8-inch 
hotplates, open or 
closed type. One open 
type is 1800 watts 
speed unit. Regular 
equipment consists of 
one enclosed type 1200 
watts, two open type 
each 1500 watts and one open type 1800 watts. Oven is 18 x 18 x 14 
inches high in the clear. There are two burners, the upper one being 
a broiler. Broiler pan and racks are furnished. Broiler compartment 
is 18 x 18 x 7 inches with 3 inch vent. This range is furnished non- 
automatic. Temperature control or temperature and time control are 
optional and extra. All switches are three-heat reciprocating and load- 
balancing except on two-wire ranges. Switches are all of the Standard 
plug-in type. The cooking top is 22 x 25 inches and is 33! inches 
from the floor. Floor space occupied is 44 x 26 inches, the oven top 
being 42 inches from the floor. Total height is 53 inches. The ship- 
ping weight is 400 Ib. At the side opposite the oven is a fused appli- 
ance receptacle. Connected load is 102 to 12 K.W., depending upon 
plate equipment. Suggested retail price is: non-automatic, $274. For 
temperature clock $25 extra is suggested price, while the suggested 
price for the clock is $20 extra. The Standard Electric Stove Co., To- 
ledo, Ohio, is the maker. 
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U. S. Commercial Failures 
Are Less Numerous 


The commercial failure record for 
the week shows a distinct improve- 
ment compared with the preceding 
period, but is still above the figure for 
the corresponding week of 1929, ac- 
cording to the compilations made by 
the business reviews. Bradstreet’s re- 
ported the larger decline in number 
of defaults, the total for the week 
standing at 343, against 430 a week 
ago, while R. G. Dun & Co. show a 
total of 447 failures, as compared with 
488 a week ago. The review stated 
that there were 396 failures in the 
same week of 1929. 

Canadian failures ran counter to the 
trend in this country, increasing from 
84 to 62, while the record for a year 
ago showed 50 defaults. 

Territorially, the improvement was 
spread over the entire country, with 
the southern section showing the best 
relative gain. 

A sharp increa’2 was repcrted for 
failures occurring in the smaller group 
of businesses. The percentage o1 fail- 
ures in businesses using less than 
$5,000 of capital increased from 74.4 to 
80.1. There was almost a correspond- 
ing fall in the number of defaults in 
the next larger group of businesses, 
those using from $5,000 to $20,000 of 
capital. The percentage in this case 
fell from 17.4 to 11.3. This change was 
believed to indicate a weakening of the 
smaller businesses, many of which 
had in all probability held on into the 
fall season in hopes of saving them- 
selves with the anticipated gains of 
the season. 


The Freight Car Surplus 
Shows September Decrease 


The Class I railroads on Sept. 15 
had 891,819 surplus freight cars in 
good repair and immediately avail- 
able for service, according to a recent 
report of the car service division of 
the American Railway Association. 
This is a decrease of 12,631 cars, com- 





Hardware Trade 
Sentiment Is Good, 
Despite Slow Sales 


Improvement 


New York, Oct. 14.—There are 
encouraging signs to be found in re- 
ports from leading hardware and 
housefurnishing markets, as_ trade 
sentiment is certainly improving and 
early interest in Christmas merchan- 
dise is fairly good. It is true, that 
October volume to date, shows but 
little improvement over September, 
and that these good signs may be 
based largely on the hopes of what 
may develop during the remainder of 
the year. The movement of season- 
able goods is subnormal, due in most 
sections to the short durations of the 
cooler spells. It is believed that pro- 
longed cooler weather will stimulate 
the sale of fall goods. At the pres- 
ent time radio, electrical appliances 
and certain sporting goods lines are 
active. Building is, of course, very 
spotty, and generally not of a nature 
to bring any direct benefits to the 
hardware field. Taking the agricul- 
tural situation as a whole, net results 
may be better than early adverse re- 
ports suggested. The darkest spot in 
the entire hardware picture is the un- 
satisfactory collection situation, due 
very likely to the continued general 
unemployment found in all important 
trading areas. 





pared with Sept. 8, at which time 
there were 404,450 surplus freight 
cars. 

Surplus coal cars on Sept. 15 totaled 
130,836, a decrease of 6658 within ap- 
proximately a week, while surplus box 
cars totaled 209,845, a decrease of 4258 
cars for the same period. Reports 
also showed 22,204 surplus stock cars, 
a decrease of 669 cars from the num- 
ber reported on Sept. 8, while sur- 
plus refrigerator cars total 12,258, a 
decrease of 698 for the same period. 


GENERAL MARKET 
NEWS orf tHE WEEK 





1930 Freight Loadings Show 
Decline of 2131 Cars 


Loading of revenue freight for the 
week ended on Sept. 27 totaled 950,381 
cars, the car service division of the 
American Railway Association an- 
nounced Oct. 7. 

This was a decrease of 2131 cars 
below the preceding week this year 
and a reduction of 252,758 cars below 
the same week last year. It was also 
a decrease of 246,584 cars compared 
with the corresponding week in 1928. 

Loadings for the week compared 
with same week last year follow: 

Miscellaneous freight, 382,165 cars, a 
decrease of 107,370 cars; merchandise 
less than carload lot freight, 244,783 
cars, a decrease of 28,761 cars; coal, 
153,183 cars, a decrease of 57,818 cars; 
forest products, 42,159 cars, a decrease 
of 21,622 cars; ore, 48,095 cars, a re- 
duction of 20,762 cars; coke, 7951 cars, 
a decrease of 4471 cars. 

Grain and grain products loading 
for the week totaled 43,119 cars, a 
decrease of 5930 cars. In the western 
districts alone, grain and grain prod- 
ucts loading amounted to 30,891 cars, 
a decrease of 3573 cars. Live stock 
loading totaled 28,976 cars, 6024 cars 
under the same week in 1929. In the 
western districts alone live stock 
loading amounted to 23,428 cars, a 
decrease of 4292 cars. 

All districts reported reductions in 
the total loading of all commodities 
compared not only with the same week 
in 1929 but also with the same week 
in 1928. 


Bank Clearings Off 28.7 P. C. 
Compared with 1929 


Bank clearings in the United States 
for the week ended Oct. 2, as reported 
to Bradstreet’s Journal, aggregated 
$11,767,162,000, as against $8,966,466,- 
000 last week and $16,502,786,000 in 
this week last year. There is here 
shown an increase of 31.2 per cent 
over last week but a loss of 28.7 per 
cent from the like week of 1929. 
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NEW YORK: 


NEW YORK, Oct. 14. 


ITH half of the month gone, 
W vihotesa volume in hard- 

ware and housefurnishings 
is not entirely satisfactory. The 
slight improvement has been some- 
thing less than expected, though 
hopes are high that the latter half 
of October will be active enough 
to justify early predictions. The 
spell of cooler weather did not last 
long enough to promote any sub- 
stantial demand for the cold 
weather merchandise. The abnor- 
mally high volume on canning 
equipment has continued later than 
ever and is still a factor in the 
current picture. 

For some months the housefur- 
nishings end of the wholesale busi- 
ness has been close to normal and 
far more active than the hardware 
lines. The difference in favor of 
household items has been even more 


marked among the retail stores, 
many of the small ones particu- 


larly. 
ENCOURAGING SIGNS 


There continues to be an increas- 
ing number of encouraging signs 
which should soon have at least an 
indirect effect on business im- 
provement. For example, unem- 
ployment in this section, while 
still a serious problem, has shown 
in certain industries a marked de- 
cline. The flow of currency, re- 
ported by the Federal Reserve 
Bank for this district, was very 
steady and for the first half of 
September greater than in the 
same period of 1929. An analysis 
of bond issue activity shows a 
preference for utility and railroad 
issues, which suggest moneys for 
building and buying additional fa- 
cilities. 

In common with groceries, cot- 
ton goods and diamonds, the value 
of wholesale hardware stocks con- 
tinues to be smaller than in 1929. 


Slight Improvement Is Reported for 
First Half of October 


Federal Reserve reports indicate 
also that August sales were 19.1 
per cent less than August, 1929, 
and that collections for the same 
comparative period were 2 points 
less for the current year. Though 
more recent figures are not avail- 
able, estimates from local dis- 
tributors suggest that October 
wholesale business to date is hardly 
more than 15 per cent less than the 
volume for the first half of Octo- 
ber, 1929. Collections still cause 
considerable concern, but will, it is 
hoped, soon show improvement. 


PUSHING MAJOR APPLIANCES 


In their efforts to build up sales 
volume for the last quarter there 
is a marked tendency on the part 
of both wholesalers and retailers 
to promote more _ aggressively 
major electrical appliances and 
other items on which the unit of 
sale is relatively higher than it is 
for the bulk of items in the well 
rounded hardware stock. 








New York 


NEw York, Oct. 14.—Linseed oil, generally conceded to 
have been too low, advanced two points and will likely 
remain at the new level for some time. The drop in shellac 
gums is reflected by lower prices in certain grades quoted 
herewith. The general market on paint materials is about 
the same and trading continues moderate. No drastic price 
changes are predicted for the near future. 





LINSEED OIL 


PURE LINSHED OIL 


Per Pound 
es ee ee a. Se 10.6¢. 
ep ree BT OT Ts a sie oie i occ cscs 10.2¢. 


WHITE LEAD 
WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 26 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 lb. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 Ib. cans packed 60 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 8 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 


DRY WHITE LEAD. 


Dry white lead, 100 Ib. kegs, 13%c.; 25 and 60 lb. kegs, 14c.; 
12% Ib. kegs, 14%c. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per lb.; 12% Ib. cans, 8c. 
per Ib.; 25 Ib. cans, 8c. per Ib.; 120 Ib. (approximate. tubs, ‘7c. 
per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4%C. 
per Ib.; 12% Ib. cans, 4%e. per Ib.; 26 Ib, cans, 4c. per Ib.; 100 
to 120 Ib. tubs, 8c. per Ib. 


PAINT MATERIALS MARKET 


DRY COLORS 


COMMERCIAL LAMP BLACK. 


In 50 Ib. cases, 1 lb. packages, 16c. per lb.; % lb. packages, 22c. 
per lb.; % lb. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 


In 50 lb. cases, 1 Ib. packages, 25c. per lb.; % Ib. packages, 
_ per Ilb.; % Ib. packages, 40c. per lb. Assorted sizes, 32c. per 
5 , 


VARIEGATED COLORS 


Dry colors in barrels varying from 300 to 360 lbs. Prices per 

und: Prince’s metallic, 3c.; American raw and burnt umber, 

¥%c.; Italian raw and burnt sienna, 10c.; turkey raw and burnt 
umber, 6c.: American raw and burnt sienna, 5%c.; Van Dyke 
brown, 9c.; chrome green, I.m. or dark, 15c.; American venetian 
red, 3c.; Indian red, 15c.; turkey red, 35c.; American vermilion, 
35c.; American yellow ochre, 2c.; imported French ochre, be. mi 
golden ochre, 6c.; chrome yeilow, Lm. or dark, 15c.; Dutch nt, 
llc.; extra gilder’s whiting, 7%c.; ultramarine blue, 38 Ib. boxes, 
from llc. to 9c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per Ib.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale ld bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 Ib. cans, $1 per can; — — 50 Ib. ag léc. to 

Ib.; alcohol, C. D. No. 5, steel] drums, per c 
pny ok are charged at $6 each, which is refunded Sed 
drums are returned. Spirits turpentine, 51c. per gal. 


SHELLAC 


T. N. Grade, 164 lb. bags, 21c. per Ib.; Vac-Dry bleached, 250 
Ib. barrels, 29c. per lb.; Orange, 164 Ib. bags, 22c., 238c. and 30c. 
per Ib., according to grade; 5 lb. Pure White Shellac, 5@ gal. 
barrels, $1.65 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.35 per gal.; 4% Ib. Pure White Shellac, 50 gal. barrels, $1.60 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.30 per 
gal.; 4 Ib. Pure White Shellac, 50 gal. barrels, $1.50 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.20 per gal. 


SPIRITS TURPENTINE 


Turpentine is selling from 49c. to 50c. per gal. 
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K AN S A S Cl Industrial Leaders Feel Any Change 
4 Will Show Improvement 


KANSAS City, Oct. 13. 

F one is to judge by the opin- 
I ions of the majority of indus- 

trial leaders the only direction 
business can take henceforth is 
upward. They are for the most 
part confident that the bottom has 
been reached and that we may 
look for nothing worse than pres- 
ent conditions, which for the past 
month have persisted in slow but 
sure betterment. It is thought 
that prices, wages and the pur- 
chasing power of the consumer are 
due for a rise back to former 
statuses. The unemployment sit- 
uation is not becoming more pro- 
nounced, but is looking toward a 
patient alleviation. In the time of 
such an economic low as the ex- 
isting one, the situation itself car- 
ries within it the very seed which 
will break it up. For it will be 
only a question of time until the 
surplus output of factories will 
be consumed, and they will have 
to resume normal production in 
order to provide for the pressing 
wants of the public. This will 
mean the re-employment of the 
former number of laborers with 
the resultant restoration of pur- 
chasing power which is necessary 
to lively business. 


SLOW IMPROVEMENT 
EXPECTED 


The hardware market here con- 
tinues to be sustained in general 
volume and there is no cause to 
believe that any further depres- 
sion in trade will come. All whole- 
salers still admit that the restora- 
tion of good business will come 
about as a natural rebound from 
the past unfavorable lethargy, 
but that it will take some time. 
Meanwhile they are content to let 
things progress in their slow, 
steady way and look toward fu- 
ture business. It is a bit difficult 
to get dealers to buy goods in size- 
‘ able quantities, but they are grad- 
ually beginning to throw off the 
effects of the hard retailing con- 
ditions they have passed through 
and now are considering their 
prospects for next year. Neither 
retailers nor jobbers are enjoying 
the kind of volume they did this 
time last year, and some point to 
this condition with a pessimistic 
finger, though others realize it is 
simply because the consumer lacks 





AT A GLANCE 


Industrial leaders predict 
resumption of higher prices 
and wages, feel that bottom 
has been reached and that any 
change will show improve- 
ment. 

* * x 

Although retailers continue 
to order frequently in small 
quantities the aggregate vol- 
ume of wholesale hardware 
business begins encourage a 
more optimistic view. 

* * & 

Radio equipment, electrical 
appliances are selling very 
steadily with many distributors 
predicting sales in these lines 
for the last quarter may sur- 
pass volume for same period 
of last year. 











the wherewithal to buy, and not 
because he is afraid to buy. The 
fact that on the whole sales show 
a gain over two weeks ago is at 
least an indication that business is 
crawling out of the ruts. 
Circulating heaters continue to 
hold up well in volumes, the sales 
increasing with the advance of 
the season. Many homes both in 
the country and in the city are ac- 
quiring gas for heating purposes 
this year, and the result has been 
an increased demand for heaters 
of the gas type. Installation of 
heaters naturally is accompanied 
by a call for pipes and fixtures. 
Dealers in small and medium 
towns will find a new opportunity 
presented to them owing to this 
introduction of gas fuel. 


RADIO BECOMING ACTIVE 


Radio is fast coming on the sell- 
ing horizon, but the peak of activ- 
ity in this line will not be attained 
until probably the middle or latter 
part of November. Sales will fall 
below -last year’s, but not notably 
so. The ~ew small models are 
proving ths most popular this sea- 
son. They are low in price, and 
the quality is better than ever be- 
fore. Competition has driven ra- 
dio prices down to rock bottom, 
but the dealer’s margin of profit 
remains as before, a fact which 
makes the radio business profit- 


able to him. All accessories are 
enjoying corresponding traffic, as 
cwners of radios are busy repair- 
ing their sets or installing better 
equipment for the winter. Auto- 
mobile storage batteries have 
picked up lately, as in the case of 
some other motorist’s needs, but 
tires are rather unsteady both in 
volume and in price. 

Guns and ammunition for the 
hunting trade are not showing up 
as favorably by any means as they 
did last season. One reason is 
that dealers took on an oversupply, 
especially of loaded shells, last 
year and are delaying ordering 
any more until their left-overs are 
sold. Jobbers say they expect 
some late business in the line 
when dealers are ready to take on 
fresh stocks. Hunting is good this 
season so retailers are getting 
their share of the trade in shells, 
but from the wholesale point of 
view there is not as much activity 
as was looked for earlier. 


ELECTRICAL GOODS MOVING 


Electrical appliances such as 
irons, toasters and heaters are 
moving out well. Some distribu- 
tors report that they will do a big- 
ger business in such goods this 
year than they did last year. Elec- 
tricity, like gas, is coming to be 
used more extensively in farm and 
city homes, so more people are 
needing electrical appliances. 
Copper wiring shows clearly the 
effect this expansion in the elec- 
trical field is having on such mer- 
chandise. 

Paint has declined 15c. a gallon, 
both in white and in colors, and 
the call seems to be fair, though 
hardly up to standard. Raw lin- 
seed oil in barrels is down to 85c. 
per gallon, and turpentine has 
dropped to 56%4c. per gallon in 
wood barrels. The steel barrel 
price is down to 52%4c. per gallon. 
Putty is steady. All trade in 
paints has increased somewhat in 
the last month, as the cold season 
is not far in the offing and painters 
are hurrying to complete their 
jobs. 

Plans have been completed for 
the building. of several additional 
public school projects here, a fact 
which promises to make things 
hum for hardware wholesalers 
this fall. . There will be a demand 
for an infinite number of articles 
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-in the builders’ line. The future 
of door sets, window hardware, 
nails, bolts and screws looks 
bright. Then, of course, these 
jobs will mean the employment of 
hundreds of laborers which com- 
prise the majority of the hard- 
ware consumers, helping to absorb 
unemployment and bring the re- 
tail market back to normal. These 
workmen will, when their purchas- 
ing power has been restored, buy 


the things they have been needing, 
and general business cannot help 
but improve. 


WHEAT OUTLOOK 
ENCOURAGING 


At this writing there is reason 
to believe that the wheat market 
is about to stage a recovery. The 
demand for carlots on the Kansas 
City market has been good. Corn 


carlots also rate as fair to good. 
News from Australia of a short 
wheat crop there, coupled with the 
fact that the pressure from short 
selling by Russia has subsided, has 
helped to reduce the concern over 
an oversupply. 

Collections continue fair on the 
whole, with some sections report- 
ing better luck than others. Like 
volume, collections are taking a 
slow climb upward. 





NEW ENGLAND: 


(Boston office of HARDWARE AGE) 
BOSTON, Oct. 14. 
OBBERS report retail buying 
during the past week as not 
quite as active as during the 
previous week, and generally at- 
tribute the shrinkage to New En- 
gland’s attention being largely 
centered on the Legion convention 
here, with its attending all-day 
parade and many other activities. 
Hundreds of automobiles, buses 
and trains brought thousands of 
people into Boston, but the streets 
were so congested local retail 
merchants were forced to close 
and were therefore not able to 
take advantage of the tremendous 
number of prospects on the streets 
the day of the parade. - 

All things considered, however, 
the hardware trade is doing fair- 
ly well. Retailers are confining 
their purchases to current needs 
which embrace all kinds of fur- 
nace and stove accessories, storm 
window and door accessories, roof- 
ing materials, poultry supplies, 
household appliances and accesso- 
ries and radios and accessories. 
The recent reduction in automo- 
bile tire prices has helped busi- 
ness somewhat. On the other 
hand, continued lack of rain and 
forest fires on Cape Cod and in 
the western part of Massachusetts 
probably will ban hunters from 
the woods, and there has been a 
noticeable falling off in buying of 
guns, ammunition, and camp ac- 
cessories. “Nibbling’” describes 
current buying of futures such as 
ice skates, sleds, snow shoes and 
toys. 

YEAR’S DECLINE 15 TO 25 
PER CENT 


While both retail and wholesale 
hardware sales for 1930 to date 
show a decline of 15 to 25 per 
cent as compared with 1929, the 
same or even greater shrinkages 





AT A GLANCE 


Retail and wholesale hard- 
ware sales off 15 to 25 per 
cent from those of a year ago. 

x * * 

Continued lack of rain may 
keep hunters out of the woods, 
and gun, ammunition and 
hunters’ accessory sales have 
declined. 

+ os 

Banking houses take op- 
timistic view of 1931 and 1932 
business. 











are found in most other retail and 
wholesale lines. Sentiment is op- 
timistic due to a general belief 
that business will be better dur- 
ing the first quarter of 1931, if not 
before. That some of New En- 
gland’s largest industrial concerns 
have faith in the future is illus- 
trated by the announcement that 
The Simonds Saw & Steel Co., 
Fitchburg, Mass., has started a 
$1,500,000 plant in that city, and 
the announcement that the Gen- 
eral Electric Co. will soon ask bids 
on a $1,000,000 plant at Pittsfield, 
Mass., to be the largest transform- 
er manufacturing plant in the 
world. 

But the fact remains that the 
New England melt of pig iron is 
not more than 30 per cent of ca- 
pacity, a reflection of quiet times 
in metal-working plants. New En- 
gland bank clearings are running 
about 25 per cent behind those of 
a year ago. Saving banks report 
very heavy deposits, but these 
most likely will fall off if these 
institutions reduce their interest 
rates as is suggested. Unemploy- 
ment is not gaining. On the other 
hand, many thousands of workers 
have been obliged to accept reduc- 


Business Not Quite as Active 
as During Previous Week 


tions in wages, which is one rea- 
son why public buying power has 
been curtailed. There are also 
numerous instances where mar- 
ried men working in plants are 
laid off every other week, and sin- 
gle men every other week; also 
many instances where weekly 
plant operating schedules are 
greatly reduced. 


RAILROAD EARNINGS OFF 


Railroad earnings are falling 
off, both in freight and passenger 
lines. Automobile sales are much 
below those of 1929 and 1928. New 
England’s heater manufacturing 
plants are operating on shortened 
schedules, reflecting the falling off 
in building of homes and construc- 
tion of office buildings. Her. tex- 
tile machinery manufacturers are 
doing little, and her cotton indus- 
tries, while in a better position 
than they were six months ago, are 
by no means out of the woods. De- 
mand for shoes is better than it 
has been, but is by no means brisk. 

Failures, that is important ones, 
are growing fewer, while col- 
lections in general although very 
slow, are as good as could be ex- 
pected. 

Banking houses are confident of 
the future, despite current busi- 
ness conditions. Some go so far 
as to say they believe that this 
country will enjoy the greatest 
business prosperity in 1931 and 
1932 in our history. In many in- 
stances they feel that the low 
point in raw material prices has 
been reached. 

Few important price changes 
are reported this week by the job- 
bing trade. It is reported that 
some sort of an adjustment is com- 
ing on certain kinds of roofing ma- 
terial, but the trade is not pre- 
pared at the moment to go into de- 
tails. 
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(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Oct. 14. 


USINESS during the past 
B week has not shown much 
change from the September 
average, and thus is still consider- 
ably below the usual seasonal rate 
for this time of the year. Weather 
conditions have undoubtedly had 
some effect, as a sudden drop in 
temperature would bring about a 
considerable buying movement in 
cold weather goods, which thus 
far have remained rather dor- 
mant. At present, ammunition is 
one of the only really active lines, 
although the bulk of stock ship- 
ments has been completed, and 
the largest part of the hunting 
season is not yet under way. 
There is a fair movement in 
stoves, coal hods and shovels, lan- 
terns and other items which are 
now in season, but retailers are 
rather apathetic toward their 
needs and are cautious in stocking 
goods for future demand. 
Retailers in the district are find- 
ing only a fair demand for staple 
hardware products, but general 
reports of trade conditions indicate 
that other lines have been hit much 
harder than the hardware busi- 
nes. The more expensive items 
carried by hardware stores, such 
as radios, stoves, and so forth, are 
moving slowly, and there is con- 
siderable difficulty over credit 
terms. Installment buying is rare 
and is not being particularly en- 
couraged. 


MINOR PRICE CHANGES 


Price changes during the week 
have been of minor character. 
First quality manila rope has been 
reduced to 19c. per lb. for %4 in. 
and larger, while New Zealand 
and sisal are now quoted at 16c. 
and 14c. per lb. respectively. An 
advance in staples and barbed 
wire, which seemed to be likely 
last week as a result of increased 
selling prices on the part of one 
mill, is not followed by other pro- 
ducers and no revision by jobbers 
is expected. Bolt prices are re- 
ported to be subject to shading in 
a few cases, but that market is 
fairly well maintained in a gen- 
eral way. 

Industrial conditions in West- 
ern Pennsylvania show no appre- 
ciable change, except possibly in 
the way of decreasing activity. 


PITTSBURGH: 








AT A GLANCE 


Business in the first half of 
October is about the same as 
during September with the 
movement in strictly season- 
able goods only moderate. 

x * x 


Coal and coke operations 
are not very satisfactory. It is 
felt that colder weather would 
give impetus to this field and 
help relieve unemployment in 
the mining districts. 

* ok 

Collections continue to give 
some trouble in many districts 
served by the Pittsburgh mar- 
ket. This is due very largely 
to unemployment. 











Steel mill operations have not im- 
proved and, while no well defined 
decrease has occurred, some com- 
panies find the current rate of 
orders hardly sufficient to main- 
tain operations at present levels. 
This is particularly true in the 
case of smaller non-integrated 
companies making only a narrow 
line of products. Steel ingot pro- 
duction is holding at about 55 per 
cent of capacity, with the average 
for finishing mills somewhat less. 

Advances in flat rolled steel 
products, which were announced 
by mills early in September, have 
not stood the test of buying, and 
the market has reverted to old 
levels which prevailed during July 
and August. In announcing the 
price of tin plate for the first half 
of 1931, a reduction of 25c. per 
base box to $5, Pittsburgh, was 
made. This is the lowest level for 
the official price since early in 
1923. Hot-rolled strip has de- 
clined $1 a ton on both wide and 
narrow sizes, while sheet prod- 
ucts, as well as steel bars, are 
more freely available at August 
levels. Pig iron prices are weak 
at recently reduced figures, and 
the scrap market has sold off 
sharply in the last two weeks to 
one of the lowest levels of the 
year. 


COLDER WEATHER WILL HELP 


The coal market seems destined 
to await colder weather before 


Demand for Seasonable Goods Sub- 
normal—Collections Tight 


any improvement develops, and 
conditions have become very weak 
in the last few days. Producers 
have large supplies of slack on 
track which they are disposing of 
at practically any available price. 
The same is true of some grades 
of coke, although domestic lump 
coal is in fair demand, and the 
spot supply is limited. Foundry 
coke is also dull, and prices are 
generally nominal. Operations in 
the Connellsville district are at a 
low ebb, and curtailment is still 
under way at some mines and cok- 
ing ovens. 


RESIDENTIAL BUILDING BETTER 


Residential building construc- 
tion is reported by the F. W. 
Dodge Corporation to have im- 
proved slightly in the eastern 
part of the country during Sep- 
tember, but this change is not re- 
flected in the Pittsburgh district, 
where activity is still confined 
principally to public works and 
industrial buildings. Such busi- 
ness is of more benefit to hard- 
ware manufacturers than to job- 
bers and dealers. With the latter 
demand continues very sluggish. 

Collections have not eased up 
and are more difficult than ever in 
some localities. The immediate 
Pittsburgh territory is not af- 
fected as badly as are outlying 
cities and towns. Unemployment 
is very serious in the smaller mill 
towns which depend upon single 
industries for their livelihood, but 
is rather large even in the city it- 
self. 


Bank Debits Rise 31 Per Cent 
To $15,283,000,000 Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Oct. 1, aggregated $15,283,000,- 
000, or 31 per cent above the total 
reported for the preceding week and 
33 per cent below the total reported 
for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to $14,462,000,000, as compared with 
$11,006,000,000 for the preceding week 
and $21,628,000,000 for the week ended 
Oct. 2 of last year. 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, Oct. 14. 


USINESS with local hard- 

ware jobbers during the 

early part of October 
showed very little change in vol- 
ume as compared with September. 
Orders are fairly numerous but 
rather small, as retailers are keep- 
ing their stocks low. 

Some interest has developed in 
spring merchandise. Quite a few 
orders are being taken for lawn 
mowers, although sales are not as 
heavy as a year ago. Rope is sell- 
ing very well for spring orders, 
evidently being stimulated by a 
price reduction. Business in gar- 
den hose has been very heavy but 
this is now tapering off. Jobbers 
are starting to take orders for 
steel goods at the recently rees- 
tablished prices. 


COLD SPELL HELPED 


The recent cold spell has stimu- 
lated the demand for coal stoves, 
gas ranges and gas heaters, which 
are very active. Considerable of 
this business is usually placed 
early in the year but this year re- 
tailers delayed placing their or- 
ders until time for making fall 
sales started. Heating boilers and 
radiation are moderately active. 
Among the various winter lines, 
sleds are in good demand. Snow 
shovels are moving fairly well, but 
skate sales are light. Fair busi- 
ness has developed in cotton 
gloves. A moderate seasonal de- 
mand is noticeable in glass bak- 
ing ware. The usual seasonal 
slowing down in sales of tires and 
tubes is apparent. With the ap- 





AT A GLANCE 


Early October business 
shows little change from the 
situation that existed during 
September. Orders continue 
to be numerous but small. 

x oe * 

Recent cold spell stimulated 
demand for stoves, and heat- 
ers and other merchandise as- 
sociated with the cooler 
months for the fall and win- 
ter. Looking ahead for the 
snow period a few retailers 
have placed fairly good or- 
ders for sleds and snow 
shovels but the practice is by 
no means general. 

x * * 

Football equipment is active 
but other sport goods are 
quiet. Arms and ammunition 
demand very moderate to date 
but will likely be more active 
when rabbit season opens on 
Nov. 15. 

* # & 

Unemployment still a seri- 
ous matter as general indus- 
trial conditions show little im- 
provement. Collections are 
considered fairly good though 
not up to normal. 











proach of cold weather there is 
now some demand for alcohol and 
anti-freeze solutions. While alco- 
hol is quoted at 538c. per gal. for 
single drums, concessions to 48c. 
per gal. are reported. 


October Volume About the Same as 
September—Collections Fair 


Demand for guns and ammuni- 
tion is moderate but is expected to 
pick up with the opening of the 
rabbit season Nov. 15. Other 
sporting goods lines are quiet ex- 
cept footballs, which are moving 
fairly well. 

Not many price changes are re- 
ported. Galvanized ware has 
been reduced 5 per cent. A re- 
duction of 2c. per lb. has been 
made on manila rope and lc. per 
lb. on sisal rope. Jobbers quote 
best grade manila rope at 18c. per 
lb. from stock and 17%4c. from 
factory, and sisal rope at 16c. per 
lb. from stock and 15c. from fac- 
tory. A 10 per cent advance has 
been made on prepared roofing by 
manufacturers. However, jobbers 
have good stocks and for the pres- 
ent will not mark up their prices. 


UNEMPLOYMENT STILL SERIOUS 


General - industrial conditions 
show little change in this terri- 
tory. In Cleveland the unemploy- 
ment situation, while it is still se- 
rious, is not as bad as a month 
ago. Many of the local industrial 
plants in metal-working lines are 
closely affiliated with the automo- 
tive industry in the manufacture 
of motor car parts and the low op- 
erations of the automobile plants 
in the Michigan territory are re- 
flected in lack of activity among 
the Cleveland shops. Building 
work is light, with the result that 
there is not much demand for 
builders’ hardware. 

"While collections are not as 

good as wished, they are holding 
up fairly well in view of present 
industrial conditions. 





Business Conditions as Seen 
By the Commerce Dept. 


“Commercial transactions during 
the week ended Sept. 27, 1930, as in- 
dicated by the volume of checks pre- 
sented for payment, outside New York 
City, registered a decline from the 
preceding week and were less than the 
corresponding week in 1929,” says a 
recent bulletin from the Department 
of Commerce, which continues: 

“Wholesale prices, as a whole, as 
measured by Fisher’s index, recorded 
but a fractional decline from the prices 
of a week ago and were lower when 
compared with the prices received for 
commodities a year ago. Iron and steel 
prices, in keeping with prices in gen- 
eral, showed no change from a week 


ago, and like other wholesale prices 
were lower than last year. The whole- 
sale price for middling cotton at New 
York and red winter wheat at Kansas 
City showed fractional changes from 
the preceding period. Both prices 
were lower than in 1929. 

“Bank loans and discounts of Fed- 
eral reserve member banks, although 
showing no change from a week ago, 
fell off slightly from the level of 
loans and discounts for the same pe- 
riod in 1929. The average prices for 
representative stocks registered a de- 
cline from a week ago and were lower 
than the prices paid during the week 
Sept. 28, 1929. Bonded prices, on the 
other hand, indicating renewed inter- 
est of the public in the bond market, 
showed increases over both compara- 


tive periods. Interest rates for both 
call and time money for the latest 
week were at a lower level than either 
prior period. Business failures were 
less numerous during the past week 
than during a week ago. ; 

“For the week ended Sept. 20, 1930, 
increases were noted over the preced- 
ing period in the activity of steel mills, 
production of crude petroleum, re- 
ceipts of cattle and hogs, while de- 
clines occurred in the value of build- 
ing contracts awarded in 37 States 
and in the receipts of wheat at prin- 
cipal centers. 

“Bank loans and discounts were 
greater and the prices for principal 
bonds higher when compared with the 
week ended Sept. 29, 1928, two years 
ago.” 
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CHICAGO: 


(Chicago office of Harpwarp AGE) 
CHICAGO, Oct. 14. 


ORE and more dealers are 
M cautiously feeling out the 

buying possibilities for the 
holiday trade. It appears that 
most of the novelties offered this 
year are to be found in electric ap- 
pliances and games. In Septem- 
ber and October the biggest rush 
has been on canning equipment. 
Home canners appear to have re- 
turned to the old-fashioned stand- 
ard index wax-top quart can to 
save the heavy crop of late ripen- 
ing tomatoes. This movement, no 
doubt, indicates a growing disposi- 
tion to return to frugal domestic 
practices. 

The advance in prepared roof- 
ing and the drop in linseed are the 
most interesting recent market de- 
velopments. The reduced prices 
on rope for the last quarter were 
rather expected. Caution still 
rules the trade, though it is 
scarcely reflected in the movement 
of sporting goods, particularly am- 
munition and firearms. This is 
proving to be a better ammunition 
season than the lively fall of 1929. 
Collections continue backward; 
credit conditions leave much to be 
desired. 


MODERATE BUILDING REVIVAL 


There are some indications of a 
moderate building revival in the 
Chicago district and some bankers 
are beginning to lend money on 
new dwellings not erected for 
speculation. Contractors, eager 
for business, are bidding low; 
this, of course, affects the ex- 
tremely limited market for build- 
ers’ hardware. In some of the 
larger southwestern cities build- 
ing is fairly active. Public utili- 
ties are investing heavily in that 
direction. More and more local 
electric light and gas plants are 
getting into the hands of the big 
operators. Conditions are partic- 
ularly good in the Panhandle and 
west Texas. That State shows an 
increase of nearly 60,000 farms 
since the 1920 census; at the same 
time many Texas towns and cities 
have grown rapidly. Oklahoma, 
Arkansas, Mississippi, Arizona 


and California have also made 
substantial increases in number 
of farms. 

As is the case with so many 
other lines just now, real bargains 





AT A GLANCE 


Early interest in holiday 
merchandise is being shown 
by retailers, though business 
booked to date is nominal. 

a > 

A moderate building revival 
seems under way with money 
for such purposes somewhat 
easier. This would of course - 
help the hardware business in 
the sale of builders’ hardware, 
tools and kindred supplies. 

a 

With the exception of an ad- 
vance on roofing there are no 
important price changes re- 
ported. The roofing advance 
was something of a surprise to 
many buyers. 











are available in solder and babbitt 
metal; prices of the best brands 
are at the lowest level they have 
reached in years. Consequently 
there seems little reason for users 
of these products to try question- 
able mixtures of reclaimed metals 
when high-grade solders and bab- 
bitts, carefully made of new met- 
als, are so inexpensive. Figures 
on steel pipe have remained re- 
markably steady during the whole 
current year of light demand; mill 
representatives indicate that this 
steadiness is likely to continue, 
even though a late pick-up should 
eventuate. 


ROOFING ADVANCES A SURPRISE 


Most price men in the hardware 
field are taken by surprise at the 
news of the advance on nearly all 
asphalt roofing and shingle items, 
concurred in by all the manufac- 
turers. There is a feeling that 
these advances may have a stimu- 
lating effect on anticipative or- 
dering, although it is doubted that 
there’ could have been any actual 
necessity for a price change at 
this time. As for axes, hatchets 
and hammers, sales are about 
equally divided between the stand- 
ard high-quality on which prices 
are very steady and the growing 
number of “competition” items on 
which there seems to be no bot- 
tom to prices obtainable; total 
sales, in either case, are subnor- 


Dealers Showing Some Early 
Interest in Holiday Goods 


mal, but improvement is expected 
before the end of the fall. 

Indoor golf sets are among the 
new items making their way into 
the hardware field; they are good 
for fall and winter resale. Auto- 
matic electric waffle irons are also 
proving popular. Both these items 
are expected to show up well in 
the holiday trade. Safety razor 
blades are selling rather freely. 
Good volume is beginning to de- 
velop on sole leather. Ammuni- 
tion is moving faster right now 
than it did in 1929 and there is a 
chance for the present season to 
show a volume record. Hunting 
equipment of all kinds is attract- 
ing an unusual throng of buyers. 
Demand is increasing for electric 
clocks and some dealers are doing 
well with them. 


LAMP SALES AHEAD 


Incandescent lamps are ahead 
of last year. Football goods are 
active. With huge squads of play- 
ers on every school gridiron the 
consumption of such sporting 
goods is heavier than ever and the 
hardware trade is getting its share 
of the volume. Fishing tackle fu- 
tures are selling at the 1929 prices 
and are being booked rather lib- 
erally. Some orders for March 1 
delivery have been received on 
clipping machines and parts now 
selling at last year’s figures. Steel 
goods, shovels and garden hose 
are also active futures; shovels 
are somewhat lower than last fall; 
no change on hose or steel goods. 

Lawn mower futures have been 
selling slowly; prices on the 
cheaper lines are somewhat lower. 
Few new packaging ideas have 
been introduced into the whole- 
sale trade of late; however, some 
batteries are being put up in car- 
tons of 25 each instead of 50. On 
account of the new tariff, Swedish 
chisels have advanced from 5 to 
10 per cent. Rubber-covered wire 
is down 2% per cent. Compres- 
sion and fuller bibbs have come 
down 7% per cent and a decline 
of 5 per cent has gone into effect 
on brass valves. For the last 
quarter, rope is now being quoted 
as follows: Best manila, standard 
brands, 17 to 19%4c. per lb.; No. 2 
manila, 16c. per lb.; No. 1 sisal, 
standard brands, 13% to 14%4c. 
per lb.; No. 2 sisal, 13c. per lb. 
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NEW ROOFING PRICES 


Following the recent advances, 
these are the present effective fig- 
ures on prepared roofing: Best 
grade slate surfaced prepared 
roofing, $2.25 per square; medium 
grade slate surfaced, $2 per 
square; best tale surfaced, $2 per 


square; medium talc surfaced, 
$1.40 per square; light tale sur- 
faced, $1 per square; red rosin 
sheathing, $42 per ton. Current 
Chicago prices on linseed oil are: 
Raw, in barrel lots, 79%4c. per 
gal.; 5-barrel lots, 7614c. per gal.; 
boiled, in ‘barrel lots, 82%4c. per 


gal.; 5-barrel lots, 79%4c. per gal. 
Few buyers doubt that commodi- 
ties in general have reached the 
depth of the valley; on this care- 
fully calculated assumption the 
Santa Fe railroad system has 
placed commitments for 370 miles 
of steel. 





TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, MINN., Oct. 14. 


ARDWARE lines which are 
usually active during the 
fall months are showing 

the usual effect of the advancing 
season, although the volume is not 
so great as at the same time last 
year. Various estimates of the de- 
crease may be obtained, which 
boiled down would bring it to 
around 20 per cent. In some lines 
the decrease has not been so large. 
For instance, in guns and ammu- 
nition, the sales are comparable 
to those of last year. Volume in 
this line does not seem to be af- 
fected by business conditions as 
much as in any other phase of the 
hardware trade. At the present 
time we are in the midst of the 
hunting season and it seems diffi- 
cult to obtain an accurate esti- 
mate of the total volume of busi- 
ness, but some of those consulted 
expressed satisfaction at the pres- 
ent run of orders. 

In the building trades the vol- 
ume is decidedly off, as very little 
new business is under way at pres- 
ent, in either the larger trade cen- 
ters, or out through the rural dis- 
tricts. Repair work and painting 
show a fair volume, but it is be- 
lieved that considerably more of 
this would be done, if the public 
in general had the right amount 
of confidence in general condi- 
tions. In this, as in all other 
lines of activities, each one seems 
to be waiting for “the other fel- 
low” to start the ball rolling. 


BUSINESS CONFIDENCE GROWS 


At the same time, confidence in 
general business conditions seems 
to be growing in the Northwest. 
In Minnesota, for instance, it is 
planned to continue the road 
building program practically 
throughout the winter, and this 
will give employment to hundreds 
of men and put into use consider- 
able road building machinery. 

With practically all of the crops 





AT A GLANCE 


Seasonable goods are more 
active but not as good as last 
year. The difference is slight 
however and may be made up 
as the season progresses. 

* ok 

Business confidence is grow- 
ing as road building programs 
proceed. This public work is 
expcted to relieve the employ- 
ment situation which will of 
course promote improvement 
in all retail lines. 

x ok * 

Prices generally are un- 
changed but collections are 
quite a problem particularly 
with retailers who are quite 
busy at the present time work- 
ing on collections. 











harvested, it has been found that 
the total yield in the States of this 
locality is not far from the five- 
year average. Frost has held off 
so that even the late corn, or corn 
retarded by the drouth earlier in 
the season had the chance to ma- 
ture, and assure a good crop of 
feed for farmers who devote much 
of their attention to cattle and 
stock raising. Even though in 
some districts the corn was not up 
to the usual high average, it 
makes good feed. It is interesting 
to note in this connection that 
much of the grain and corn raised 
in the Northwest is marketed “on 
the hoof,” in the form of beef, 
pork or mutton. 


STOCK PRICES MAY ADVANCE 


While prices for stock have been 
at a low level, in the past week or 
two there has been an indication 
that they were advancing. Low 
prices on grain crops have de- 
layed the marketing of the year’s 
crops to some extent, as farmers 


General Business Confidence Grows— 


Seasonable Goods Fairly Active 


have been holding their crops in 
the expectation of obtaining a bet- 
ter price, wherever they were in 
position to do so. This has had its 
effect on collections in the rural 
districts, and this condition has 
naturally been reflected to some 
extent in collections from retailer 
to jobber. On the whole, how- 
ever, the general report shows col- 
lections fairly satisfactory, con- 
sidering present conditions. 
Dealers in country territory are 
devoting more than the usual 
amount of time to the collection 
phase of their business, for they 
feel that if collections are not 
made in the next few weeks, the 
opportunity is gone until another 
crop has been harvested. In dis- 
tricts where dairying and diversi- 
fied farming are more general, col- 
lections are better, as under those 
circumstances there is a cream 
check at the end of each month. 
Butter fat prices have been low 
during the year, but show some 
slight improvement, although at 
the same time the quantity of pro- 
duce in this line begins to decline 
at the approach of fall, where pas- 
ture feeding is depended upon. 


STOVE GOODS MOVING 


Stove goods are beginning to 
move. Furnace men seem to be 
very busy, on repairs and new in- 
stallations, especially in the larger 
cities. Again, “the business is 
there if you go after it” applies 
in this line, as the successful fur- 
nace men seem to indicate the 
same attitude of mind. The heavy 
selling season in the stove and ac- 
cessories line is in the very near 
future, when the first cold 
weather descends upon us. Deal- 
ers are ready for the beginning of 
this call, with their stocks on dis- 
play, and their advertisements re- 
flecting the season. Weather-strip 
is also being advertised and dis- 
played, the flexible felt and the 
metal types occupying a promi- 
nent place in the field. 
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Quit Killing Business; Start Selling Business 


(Continued from page 39) 


work, but among the 47,500,000 who are still at work. 
And this brings us to the nub of the whole matter. 

I have said our national income is $89,000,000,000 in spite 
of our unemployment. But do our people spend all of their 
income? They most certainly do not. They save a large 
part of it. The Department of Commerce estimates the 
savings of 1928 as follows: 


PO NNED Lvcunsseesbeus sexes $2,400,000,000 


REPO SRMUERIIO 5 ob 6 ohne 8 Ke oe Soio 2,000,000,000 
Building and loan associations .. 800,000,000 
PEN Co cob sesbe ances 5,000,000 
DIGe CRITE BORNIDS 5 0 050:K-0 0-0sgb 0 00 8,050,000,000 
Surplas IMcrease «2... 6sccsecscces 2,335,000,000 





$15,590,000,000 


There are many other kinds of savings, fraternal organ- 
izations, real estate mortgage investments, private invest- 
ments, individual home purchases, which must account for 
another billion. At least we can say that the savings of 
the country ordinarily run to at least $16,000,000,000. 

Last year under the spur of the excessive buoyancy of 
the times before the crash people spent more and saved less. 
Savings bank savings amounted to NOTHING. The people 
actually drew out of the savings banks over $200,000,000 
more than they put in. But this year they have gone back 
to saving. Savings bank deposits have increased heavily. 
Insurance has increased heavily. Building and loan asso- 
ciation assets have increased heavily. And we will find 
that corporations have actually increased surplus assets, 
even many of those which have passed their dividends. 

While our purchasing power is as great, we have suffered 
from a paralysis of that power. Those who possess the 
purchasing power have lost the will to purchase. And in- 
stead, they have routed their purchasing power into savings 
of all kinds. 


And why? Because they became afflicted by excessvie 


caution because of all the depression propaganda distrib- 
uted in the last year, AND BECAUSE THE MERCHANTS 
OF THE COUNTRY QUIT. 

In 1927 all the advertising in newspapers and periodicals 
cost $1,030,220,019. And all to put the people in a frame 
of mind to buy. If business had to pay for the space used 
by newspapers and periodicals advertising the depression 
in the last year it would be TEN BILLION DOLLARS. 
And at the same time merchants and manufacturers lit- 
erally quit.trying to sell. 

But what would have been the use, asks someone. Well, 
a lot of people have more money this year than last. Here 
are some corporations in almost every line of business. I 
give their names and the per cent increase in net earnings 
this year over last in the first six months. Air Reduction, 
5.6; Allis-Chalmers, 8; American Machine and Foundry, 
33.3; American Tel. & Tel., 2.0; Bangor & Aroostook R. R., 
42; Best & Co., 14.6; Caterpillar Tractor, 6.5; Coca-Cola, 
10.7; Colgate-Palmolive-Peet, 19; Consol. Film Industries, 
7; Continental Oil (Del.), 20.2; General Foods, 8.0; Her- 
shey Chocolate, 0.7; Int’] Business Mach., 13.7; Paramount 
Publix, 64; United Gas Improvement, 22.1; Wrigley (Wm.), 
Jr., 8.6; National Dairy Prod., 69.5. And there were many 
more. 

What happened to your business? Did you increase your 
earnings or did you quit? When prohibition came brew- 
eries began making near-beer. But every brewer said, “No- 
body will drink this stuff.” They made it, but did not try to 
sell it. And of course no one drank their beer and one by 
one the breweries closed. One brewer—Trommers—said: 
“If we are going to make near-beer, we are going to try to 
sell it.” So they proceeded to advertise it as enthusias- 
tically as Shlitz advertised the beer “that made Milwaukee 
famous.” And they sold twice as much near-beer as they 
ever sold real beer before prohibition. 

Let us stop talking about “loss of purchasing power.” 
It’s time we talked about loss of SELLING POWER! 





Sterling Field Fences 


Northwestern Barb Wire Co., Ster- 
ling, Ill., offers two types of field 
fence; one for horse, cattle and sheep 
and another line which is known as 
Wolf proof fence, specification 14%. 
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The first line has wide enough spac- 
ing to make it low in cost, and of 
wide enough spacing to turn larger 
stock. Specification No. 635 is usual- 
ly erected with bottom wire 10 in. 
above the ground. A strand of wire 
is recommended for use along the 
top of the fence to prevent cattle 
from reaching over the fence and 
breaking it down. The six bar type 
is offered in 35 in. height, with the 
following spacing from the bottom: 
5%, 6, 7, 8 and 9 in. Spacing on 
the 8 bar, 45 in. type is.as follows: 
4%, 5, 5%, 6, 7, 8 and 9 in. from the 
bottom. Each type is offered in three 
specifications, having different 
weights. Wolf proof fence specifica- 
tion 14%, is primarily a Texas fence, 
but is finding favor all over the 
country. Its close spacing of the line 
wires makes it effective in turning 
wolves, coyotes, dogs and other 
predatory animals. It is furnished 
with stay wires either 6 or 12 in. 
apart. The top and bottom wires 
are No. 11 gage, intermediate and 
stay wires No. 14% gage, with hinge 
joint construction. The number of 


bars and the height of the fence are 
as follows: 8—25 in., 9—30 in., 10— 
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35 in., 14—43 in. and 15—48 in. Field 
fence is furnished in 20 and 40 rod 
rolls. Ten rod rolls are available at 
an additional charge. The horse, cat- 
tle and sheep fence is furnished in 12 
in. stay only. ~ 
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WEEKLY LETTER 


THE ONLY. SHOT THAT COUNTS IS THE SHOT THAT HITS 

















Ss the Bear to the Badger — ee 


‘Tm fully resighed 

lo the fact that some day 

I must die; 

Leave behind all this beau ty 











SOME KLEANBEAR FACTS. 
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But before I depart 
From a life ia 

[ would like to be certain 
/y Aide is peeled off 

By a ALEANBLADE 
Kemington knife. 





I have seen so much hacking 
By Arives that are dull, 

i Made of poor steel, which 

ae Rip Pry and tear 

> 3 That [J want to be sure 
When m pelt is removed — 
[ll not die a“bull” 

But a — bear. 









When TI bour toa bullet 
As certain T/ shail 

(And I hope a Kleanbore 
Ends my ly e), 

Ill not rest in my Grave 
Unless certain [ am — 


Ive been pared bya | 
REMINGTON ANIFE/ 


See BDA Vish lanpicte > FZ EE Mi seh KLEANBORE BILL. 











And if the bear feels this way about it—how about the bear killer? 
A haggled skin is of no value to either—a Remington Knife is the only answer. 


REMINGTON ARMS COMPANY, Ince. 
Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Digby 0766 
Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
© 1930 R. A. Co. Ask Your Dealer to Show You the Remington Standard American Dollar Pocket Knife. 
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How Prosperity May Be Stabilized 


(Continued from page 33) 


quite so large. Profits might not show up quite so 
heavy. But those who receive the dividends would be 
surer of these dividends in the future. We might not 
eat better but we would sleep better and probably with 
more sleep and a plainer diet we would all be healthier. 

When I outlined the above theory to one of my ana- 
lytical friends, he immediately remarked: “Your plan 
would never work, because if everybody did this we 
would never have any depressions, and if we had no 
depressions, what would be the use of your plan.” This, 
of course, is illogical, but you know what he means. He 
was carrying my argument to an absurdity. However, 
if we were not to have any depressions as the result of 
the carrying out of this theory, then I would suggest in 
addition to my plan, that at the end of ten years, for 
instance, if this reserve fund had grown very large and 
there were no depression in sight because all successful 
businesses had similar reserves, then a dividend might 
be declared out of the reserves. One-half of the re- 
serve, for instance, should be taken down as a dividend, 
the other half of the reserve to remain in the business. 
Then this half of the reserve should be divided equally 
between the stockholders and the employees of that 
business as a melon. Why not? 

There are other advantages I find in discussing my 
theory with some very hard-headed merchants. One man- 
ufacturer told me that a large reserve in a business at 
the disposal of the board of directors was an exceed- 
ingly dangerous thing. (Please note here that the re- 
serve I refer to in my theory would not be at the dis- 
posal of the board of directors, as it would be set up 
for a specific purpose.) This gentleman said that in 
his business they built up a large reserve and that this 
money in hand was a constant invitation to embark on 
outside and questionable enterprises. Finally, he said, 
one smooth promoter hooked their board of directors 
with a proposition that eventually cost them the neat 
loss of two million dollars. If they had not had a large 
reserve, with nothing to do with it, they would not have 
been hooked in this manner. Another gentleman, a di- 
rector of a bank, told me that his bank built up a fair 
reserve. The president of this bank, of course, is very 
proud of his bank. He wishes to have the best bank 
building in town. Therefore, against the advice of 
several of their hardboiled directors, this president per- 
suaded the restof the board to put up a newbank building. 
This has been done and now all of their liquid reserve, 
instead of being in cash, is in bricks, stone, mahogany 
desks, fancy brasswork, etc., which, except for its ad- 
vertising value, is a dead investment and this bank in 
its new building is now actually earning less money than 
it did in the old building. But, of course, this is prog- 
ress—Profitless Prosperity. 

Then there is another angle to this “theory.” Busi- 
ness men are constantly building up great fortunes and 
then leaving these fortunes to various educational, char- 
itable or artistic institutions. One gentleman here in 
New York died and left an enormous fortune. When the 
directors of a certain museum learned through the press 
he had left the mass of his fortune to them, they suf- 





fered a severe shock. Not one of these gentlemen knew 
this man. Not one of them had ever heard of his enter- 
ing their museum. Why he ignored his employees re- 
mains a mystery. As a matter of fact, his employees 
had to get together, borrow money, buy the control of 
the business they themselves had built up, and all this 
cash went into the treasury of a museum. Once I 
myself was about to buy an interest in a manufacturing 
business. H had been a very profitable business. I 
happened, just by chance, to inquire how the two lar- 
gest stockholders in this business had willed their 
money. One of these stockholders was a widower past 
middle age. The other was a widow in her seventies. 
Imagine my surprise when I learned that all of the stock 
of both of these people was willed to an orphan asylum. 
If I had bought the interest in the business I had in- 
tended, in case these two people died I would have found 
myself in business with the trustees of an orphan 
asylum in control of this business. What a narrow 
escape! 

Of course, a good many will laugh at my theory, but 
let me predict here and now that some of these days 
reserves will be set up against prosperity. This will 
become a common thing in business. Banks will not loan 
money and the public will not-buy stocks unless they 
know such reserves are being set up. After all, the 
public wants and is entitled above all things to safety in 
their investments. There is no public in the market 
at the time these lines are being written, and the reason 
there is no public sustaining the market is because 
they have been so well stung, because all of the profits in 
so many lines of business have been turned out of the 
business in dividends with a view of advancing stock 
prices so “insiders” could clean up. 

The only persons who would have the right to object 
to my plan would be the stockholders of a business, but 
would it not be better for these stockholders to be sure 
of steady and regular dividends than to have extra 
dividends one year, with a high paper value of their 
stocks and no dividend at all the next year, with their 
stocks heavily depressed. I am sure the mass of the 
investors in the country would prefer safety with regu- 
lar dividends. 

In conclusion, let us take a specific case and see how 
it would work. Suppose a corporation earned in normal 
times $500,000 per annum. Suppose of this amount 
$100,000 was set aside each normal year as a reserve 
against prosperity. At the end of the short period of 
five years with this reserve fund safely invested and 
bringing in an income, would be one year’s normal 
profits. In other words, such a concern in case of a 
depression could go one year without any profits and 
still declare their usual dividends, still maintain their 
organization and hold their employees. If the majority 


of successful businesses in the country should follow 
such a plan, if this were the custom of the country, then 
while we might not have booms such as we have had in 
the past, on the other hand we would not have depres- 
sions and common stocks in such companies would com- 
mand the respect of their stockholders. 
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Osborn Blue 
Handle Im- 
oved Wall 
rush No. 1202 





























OME MANAGERS” have displaced 

“housewives” in the home-making 
business. Today, more than ever before, 
women of homes want well-made household 
appliances and tools. 


Osborn Blue Handle Household and Per- 
sonal Use Brushes are accurately made to 
meet the demands of the most efficient of 
home-managing women. 


Take advantage of this demand and sell 
the complete line of Osborn Blue Handle 
profit-makers. 


THE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE CLEVELAND, OHIO 
Branch Offices: New York + Detroit + Chicago Los Angeles 


+ San Francisco + 
, 


The Complete Blae Handle Line 


1209—Percolator Brush 
1210—Refrigerator Brush 
1211—Improved Dust Pan Brush 
1212—Dish Mop 


1200—Improved Sanitary Brush 
1201—Cloth Brush 
1202—Improved Wall Brush 


Blae Handle 
Protit-Makers 














1203—Polished Floor Dust Mop 
1204—Split Duster 
1205—Improved Vegetable Brush 
1206—Bottle Brush 
1207—Improved Radiator Brush 
1208—Pan Greasing Brush 





1213—Bath Brush {large} 
1214—Bath Brush {small} 
1215—Skirt Brush 
1216—Nail Brush {medium} 
1217—Nail Brush (stiff) 
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df rf years 


of honest American 


quality have built 
up a demand tor 
Maydole Hammers 
that is of real value 


to you. 


You'll sell more hammers if you 

display and recommend. Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 
and weights you need. 


Write us for counter cards and a free 
supply of Pocket Handbooks 23 “‘C’’ 


Maydole 
oo a 


The David Maydole Hammer Co..Norwich NY 




















How to Make All-Year-Round 
Paint Sales 


(Continued from page 41) 


friends; in the fall they are start- 
ing off again and the winter is the 
time for social activities, all of 
which argues against the confu- 
sion of painters with scaffolding 
around the house. Summer, with 
its relaxation and informality, is 
a fine time to paint while the 
house may still be successfully 
protected from the ravages of 
more devastating seasons. 

Incidental to his campaign for 
painting throughout the year, the 
hardware dealer has the opportu- 
nity to educate his customers in 
further details of exterior paint- 
ing. That good materials will be 
just as essential to a good paint 
job as good workmanship is an 
important point. Inferior paint 
will spoil the finished job. It does 
not last and it is apt to crack, peel 
and discolor. Repainting will be 
necessary in a comparatively short 
time. Cheap paint will cost less 
per gallon, but it will cost more 
per square foot. A gallon of good 
paint will ordinarily cover from 
300 to 500 ft. (two coats). An in- 
ferior product cannot approach 
this footage. 

The hardware dealer may also 


stress the point that it is unwise 
for the homeowner to skimp on the 
number of coats of paint applied 
to his house. In rare cases one 
coat may be adequate, but it is 
generally conceded to be more sat- 
isfactory to apply two coats, say 
every four years, than one coat 
every two years. Two coats will 
guarantee a perfect finish and 
better preservation. For an un- 
painted house, three coats, of 
course, are absolutely necessary. 

In a small community the paint- 
er can take advantage of his 
knowledge of his customers to 
keep a record of their exterior 
painting activities, partly through 


the local painters and partly 
through his own _ observation. 
When Mr. Brown’s and Mr. 


Smith’s houses need repainting, he 
can send them form letters which 
will remind them. If it is in an 
off-season, the points covered 
above may be included. In other 
words, the dealer does not need 
simply to sit and wait for paint 
customers to come in, he can go 
out and get them—in winter and 
summer as well as in spring and 
fall. 





Ten Reasons Why This Display 
Went Over Big 


(Continued from page 31) 


’n Andy and other radio celeb- 
rities. 

7. With the display of stove en- 
amel (not easily seen in the photo- 
graph) we showed up a half- 
painted stove pipe to illustrate the 
beautiful results to be obtained by 
using our stove enamel. This is 
an old device, but many dealers 
forget that it still brings in more 
business than merely a display of 
paint cans. 

8. In addition to paint and 
painted articles this window in- 
cluded 12 “unit” displays on glass 
shelves, featuring 12 separate ar- 
ticles, each priced with a well-let- 





tered 7 x 11 card. These displays 
were all rather stocky and, for the 
most part, played up a cut price 
on some well-known article. The 
reason I put cut-price articles in 
this paint window was to break 
the “pure artistic” effect of the 
painted furniture and the door, 
and add a necessary price appeal. 
I have an idea that if I did not do 
this many people would look at the 
pretty paint display and say, “It 
looks nice but probably costs too 
much. Maybe I’d better go into 
Woolworth’s for my paint.” 

9. A neat panel display of 
brushes with the sign, “Good 
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Brushes Mean Better Paint Jobs” 
made it easier, I believe, to sell 
good brushes to paint customers 
when they came into the store. 
10. Almost needless to say, this 
window was kept immaculately 
clean and brilliantly lighted. Our 
lights are kept on until 10.30 at 
night and shut off by a time 
switch. Many telephone orders in 
the morning are the result of win- 


dow shopping the night before. 

I am sure that it would pay any 
hardware dealer to incorporate 
any or all of the above simple dis- 
play features in the next paint 
window that he trims. At Flato’s 
we have found it profitable to dis- 
play paints constantly for 11% 
months of the year. In other words, 
at all times excepting the two 
weeks before Christmas. 





Advantages of Visible Indexes 


(Continued from page 37) 


the buyers each morning receive a 
list of all goods carried by us that 
have gone below the safety point. 

(2) As the stock is closely 
watched under such a system, the 
number of shorts are materially re- 
duced. 

(3) Inventory times we get a 
check on the correctness of count. 
It has been our experience at inven- 
tory that we would have around 400 
items which show a difference be- 
tween actual count and visible rec- 
ords. Usually the errors are about 
equally divided between visible rec- 
ords and the actual count. 

(4) Visible records enable the 
management to promptly catch any 
serious stealing. High priced goods 
can be carefully watched for dis- 
crepancies. 

(5) We have found it entirely 
feasible to stop carrying certain 
lines of goods because of extremely 
low demand and slow sale. We carry 
goods only if the volume is suffi- 
cient to show us a profit and if we 
will not lose prestige by not carry- 
ing the items. 

“The maintenance of stock con- 
trol records, however, is quite ex- 
pensive and the distributor using 
stock control must provide a suffi- 
cient amount of labor to keep the 
records right up to date. In our 
own instance, we did not install 
these records until we had kept our 
records on shorts for about a year. 
After looking over our short rec- 
ords we decided to install the sys- 
tem with the idea that we could 
save enough business to more than 
compensate us for the additional ex- 
penditure of money and effort. 
Check-ups since the installation of 
the system indicate that we have 


eliminated about two-thirds of our 
shortages.” 

Relative to the merits of the visi- 
ble index system, G. W. McAvoy, 
secretary of the Evansville Supply 
Co., Evansville, Ind., says: “Our 
entire stock record, consisting of 
six Kardex Rand Units, is housed 
in a fireproof, special built safe and 
is easily accessible to the stock re- 
corder. We know exactly how to 
gage our purchases, and from past 
experiences, noted on the records, 
we know their trend for several 
years back. This data is prepared 
for our purchasing agent and he has 
his finger tips on the movement of 
our stock continually. You might 
be surprised that our average turn- 
over in our business is very near 
seven times per year as against the 
general average in our line of four 
and three quarters. The system is 
maintained with as much ease as 
the correct keeping of books.” 

Crocker & Ogden Co., Bingham- 
ton, N. Y., use only visible purchase 
records and make no attempt to keep 
a similar stock record. Concerning 
purchase records, when used alone 
F. W. Ogden said: “We have found 
this system to be most satisfactory. 
The detail is easily taken care of 
and the results have been very sat- 
isfactory. In fact, it has enabled 
us to cut our inventory about 30 
per cent. Of course it is not per- 
fect, as we find at various times 
sales of certain sizes or articles are 
influenced by unusual conditions 
and they will not tally with pre- 
vious experience.” 

The W. A. L. Thompson Hard- 
ware Co., Topeka, Kan., utilize visi- 
ble index forms for keeping a stock 
and purchase record in their Dodge 
City, Kan., warehouse, which serves 
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Bakatax display cartons and 
individual boxes are mod- 
ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 





white and green, they have 
a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 














> ocloek 


» of each passing day brings 
us closer to the closing 
date of the final adver- 
tising forms for the job- 
ber’s convention number 
of hardware age, published 
october 30. 


] Please send your reser- 
vation order at once as 
the forms close 


october 20 
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A necessity for every 


hardware store 


Low-Priced 
Quality Mowers 





Look Over the New Blair Line 


To meet low-priced competition, Blair offers a 
new line that gives you every advantage— 
quality mowers at low price—sturdy, well-con- 
structed—carrying Blair exclusive Drawcut 
principle—backed by a guarantee. 


— No longer — 


need you hear a customer say “I know where 
I can get a good mower cheaper.” Instead you 
can have a quality line throughout—a line that 
carries a name which has been known for 
quality for over 50 years. You can please all 
classes of customers. 


—Now— 

when they walk into your store looking for 
something low-priced—you have the new Blair 
line to show. And many times you can steer 
this prospect into the purchase of a high-grade 
mower—a Blair Hercules, Pilgrim, Automatic 
or Universal. 

Find out all about this new low-priced quality 
mower today. Write for details and prices. 


BLAIR MANUFACTURING COMPANY 
Est. 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 

















the Southwestern Kansas trade. E. C. Kieswetter, 
secretary of the company, relates their experience 
with the visible index system as follows: “The keep- 
ing of a perpetual inventory for a wholesale hardware 
stock is considered by many to be a task involving 
such tremendous detail as to be of doubtful practica- 
bility. We adopted it for our Dodge City stock with 
some misgivings, but our experience with it has 
proved its value. 

“While this job of perpetual inventory keeping re- 
quires considerable time and patience on the part of 
the clerk who operates it, the results, in our opinion, 
are eloquent testimony of its efficacy. By means of it 
we are able to keep a better balanced and faster mov- 
ing stock on hand and at the same time spot imme- 
diately the slow movers. Our stock turn in the Dodge 
City warehouse was only a little short of twice that of 
our Topeka house. This difference cannot be at- 
tributed wholly to the control through perpetual in- 
ventory, because we do not stock a full line at Dodge 
City, but we are certain that this method is respon- 
sible for most of the acceleration of stock movement.” 





The Multi-Cut Tool 


The Multi-Cut tool is a portable electric tool for cutting designs to 
be used in displays. For cutting wallboards, paper, packing, etc., it is 
equipped with a rugged tool steel knife: ~The knife cuts a clean sharp 
edge rapidly and with easy control on intricate designs. A saw for 
wood up to % inch thick is furnished with the standard machine. 





For thicker wood up to % inch, a long stroke attachment is available 
at slight extra cost. Cutter will enter softer woods without first 
boring a hole to start the cut. For cutting wallboards and papers the 
machine is most easily operated with one hand on the rear handle. 
When wood or metals are being cut the cutter should be held like a 
carpenter’s smooth plane. Two spring plungers are built into the ma- 
chine which hold the tool up out of the cut for use in wood where 
the knife has to be withdrawn from the cut continually. Plungers lift 
the tool up and a slight down pressure starts the next cut. By means 
of a latch the plungers may be held up out of the way permanently. 
It weighs 10 Ib., has an overall length of 10% inches and operates on 
110 volts A. C. or D. C. Universal Dumore motor. Special current 
motors are available. Portable Electric Tool Corp., 67 Walnut Street, 
Fitchburg, Mass., offers the cutter with wrench and five cutters for 
$90. Long stroke attachment for % inch wood is available for $5 
extra. Circle cutting attachment 414 inches diameter to 48 inches 
diameter is offered for $3.50. Carrying case costs $5.00. Saws are 50c 
and cutters are 35c. each. Bevel attachment ‘is $15 extra. 
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consideration. 


Write for our new Catalog No. 7. 


BPASCO 


Tools & Cutlery 


Be sure to see the whole line, when a ‘tDasco” 


salesman calls. It will pay you well. 


DAMASCUS STEEL PRODUCTS 


CORP. 
Makers of High Grade Tools and Cutlery 


ROCKFORD, ILLINOIS, U. S. A. 


Branch Offices and Warehouses 


94 S. Broadway, Denver, Colorado 

328 Holladay Avenue, Portland, Oregon 

478 Tremont Street, Boston, Massachusetts 

149 Church Street, New York City 

Kay Hardware Co., 406 Wall St., Los Angeles, Calif. 


& 
e 
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Toy Displays in 
November Add Extra 
Profits 
Hundreds of Items to 


Choose from . 





McCormick 
Deering Thresher 
Caterpillar Tractor 

Farmall Tractor 
Truck Trailers 

Fordson Tractor 
Road Rollers 


Weber Wagons 
Ford Wreckers 
Fire Engines 
Mack Wreckers 
Mack Dump Truck 
Airplanes 





Garden Sets 
Lawn Mowers 
Kitchen Sets 
Doll Houses 
Shooting Pool 











Game 
Bowling All 
£ ADE ae 


Write for Catalog 


Your display of Arcade Cast Iron Toys will attract 
the attention of children. They will lead the parents, 
your potential customers, into your-store. It will give 
you an opportnnity not only to sell toys but also your 
hardware items. 

There is a big profit in the sale of Christmas 


Toys. Don’t fail to display them in your store 
this fall. Place your order early. 


ARCADE : 
CAST TOYS 


(RON 
Arcade Manufacturing Co. 
FREEPORT, ILLINOIS 


BRANCH OFFICES 


NEW YORK 
200 Fifth Avenue 





REPRESENTATIVES 
J. T. Rowntree, Inc. 


CHICAGO San Francisco Portland 
553 W. Randolph St. Los Angeles Seattle 
DALL. Salt Lake City Denver 


D. D. Otstott, Inc. 
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Fvtra Pair 
Of. lands 


for a fraction 
of a dollar J 
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WS185 Union Dish Drainer—Strongly 
made of heary steel wire, electric-welded 


at every joint and has plate racks, cup 


4 space and outside silver basket increas- 
ing inside capacity. 













































Sell “Drain Drying’’—the Effortless Dish Dry- 
ing Method—with UNION DISH DRAINERS. 


Most of the women who enter your 
store are interested in kitchen help. 
Point out that hands released from 
the thrice daily task of drying dishes 
are “extra hands” for other kitchen 
work while the dishes dry themselves 
in a Union Dish Drainer. You can 
point to the various household maga- 
zines as your authority for recom- 
mending this method. 


You can show several styles of 
Union Drainers in addition to those 
shown here—all durable, sanitary and 
designed for greatest convenience. 





























WS115 Union 
Dish Drainer, all 
regular features 
and _ construction. 
Inside silver bas- 
- Popularly 


Write at once for latest price list. 
Tell us we may send a trial order. 


(Se oR a a ae ee RES RE: 
UNION STEEL PRODUCTS CO. 


ALBION MICHIGAN 
(RICE ee SEES SE 





Turner Gets the Master 
Painter’s Business 


(Continued from page 43) 


together with the attention called to the ads of the 
manufacturer’s campaigns, bring this point to the 
painter’s mind often and forcibly. It’s a dandy good- 
will builder.” 

One specimen letter used in the manner described by 
Mr. Steinman is phrased as follows: “Have you noticed 
how Sherwin-Williams are bringing to home-owners’ 
attention the advisability of engaging a GOOD painter 
for economy in painting? 

“Magazines, metropolitan newspapers and your own 
local papers are carrying this message to your custom- 
ers—a tremendous amount of promotional work, which 
is calling attention to the fact that those advertisements 
are a boost for your ability to bring real economy to 
those who are contemplating a painting job. 

“Take a look through the pages of the magazines for 
the reproductions of beautiful color suggestions for the 
home—note the advertisements every Friday morning 
in the San Francisco Examiner—and in the Stockton 
Record and Modesto News-Herald every Thursday eve- 
ning—wherein mention is always made to ENGAGE A 
GOOD PAINTER. 

“This week’s feature is on Sherwin-Williams Flat- 
Tone, a washable wall paint that for permanent beauty 
and real, practical value is the ideal finish. The inclosed 
advertisement will appear in the local papers. We are 
also inclosing a folder on Flat-Tone which will show you 
in colors a few of the handsome effects so easy to pro- 
duce with the use of Flat-Tone. The Sherwin-Williams 
department of decoration will be pleased to furnish you 
with many other combinations and suggestions. 

“We ,are pleased, too, in lending”our cooperation by 
advising the home-owner to ENGAGE A GOOD 
PAINTER.” Every such letter is signed with the 
written signature of J. D. Turner, president, Turner 
Hardware & Implement Co. 

Window displays are scheduled to tie in with the copy 
appearing in the newspapers. The store also strives to 
arrange interior store displays in or near the paint 
department featuring the items being advertised. 


As a further sales promoting medium, 10,000 elabo- 
rate folders, prepared by the paint factory, are mailed 
during the year. In addition, an extensive exhibit is 
shown at the county fair, with a demonstration in con- 
junction. The fair exhibit arranged by the firm was 
awarded first prize in the commercial exhibits. The 


central attraction was an animated “Cover-the-Earth” 
trade-mark of large size. This was mounted on a mam- 
moth paint can bearing the manufacturer’s label. 
Across the bottom the words “Paint Headquarters— 
Turner Hardware & Implement Co.” appeared. 
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They Will Find Just What They Want— 
in this complete line of 
















Women have learned that this 
Seal of Approval assures de- 
pendable merchandise, 

Besides, every Priscilla utensil 
is unconditionally guaranteed 
to give satisfaction. 


Prsdie 


Speaks for Itself 


RACE MARK ace, Vv. 6. Pat, 














Established 1903 





LEYSE ALUMINUM COMPANY 











PRISCILLA OVAL ROASTERS 


Right “on time” for the Roaster Season—these perfectly 
proportioned Oval Roasters will appeal to the housewife 
who is interested in the best type of roaster at a really 


moderate price. 
Note the improved drop handles, which 


take up minimum oven space. All roasters 
are self-basting and have a double vent in 
P the cover for brown roasting. All sizes 
) can be furnished with or without the lift- 
ing tray. 





16-inch 


These three roasters are only a part 
of the complete Priscilla line of over 
240 aluminum cooking utensils. 

Independent hardware dealers are 
featuring this high-grade, moder- 
ately priced line, because it is help- ¢ 
ing them build up a profitable and 

increasing trade in aluminum ware. 





Kewaunee, Wisconsin 








SAFE 


gprs ABCOC 
LIGHT 


LADDERS 
OF 
SPRUCE LADDERS QUALITY 


PRUCE | MARK 



































LADDERS FOR EVERY 


























W. W. BABCOCK CO. 
BATH N. Y. 
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REPLACEMENT MARKET 
ENORMOUS FOR NEW 


B ‘ LH RECTIFYING 


TUBES 








Keep a carton of four 

Eveready Raytheon 

B-H Tubes always on 
display. 


EVEREADY 
RAYTHEON B-H 


MANY, many more of your customers use “B” 
eliminators built for the original gaseous B-H 
than you realize. Millions of these units have 
been sold in the past few years—most of them 
requiring the B-H tube for 100 per cent satis- 
faction. Ask every replacement customer if it 
is a B-H tube he wants. You’ll be surprised at 
the results! 

Eveready Raytheon B-H Tubes come in 
handy cartons of four. Always have a carton 
on display. Right where the customer is bound ~ 
to see it. Then refer to it. 

7 * * 


The Eveready Hour, radio’s oldest commercial 
feature, is broadcast every Tuesday evening at 
nine (New York time) from WEAF over a 
nation-wide N. B.C. network of 31 stations. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Chicago Kansas City 
San Francisco 


Branches: 
New York 


Unit of Union Carbide UCC and Carbon Corporation 


“EVEREADY | 





RAYTHEON 








Trade-marks 


Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

THIRD ANNUAL CONVENTION OF THB AMERICAN ASSO- 
CIATION OF MASTER LOCKSMITHS, Hotel Pennsylvania, 
New York City, Nov. 12, 1930. Walter S. Orrell, secre- 
tary, 206 Pearl St., New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
CONVENTION, Marborough-Blenheim Hotel, Atlantic 
City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. Rock- 
well, secretary-treasurer, 342 Madison Ave., New York 
City. i 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. - E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IoWA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 13, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 1981. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

(Continued on page 72) 
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THIS TRAY SOLD 
180,000 
HAMMERS 


HAMME Es | 





No secret about it... This tray is a 
money-maker because it puts popular priced 
hammers right out where popular priced 
customers can see them, handle them, and 
buy them. All 16 oz. Bell Face Hammers. 
Ask your wholesaler about the No. 90 Tray 
or write us direct. 


Evansville Tool Works, Inc. 
Evansville, Ind. 


POULTRY NETTING 
Galvaniz 


ed Before and Galvanized c/fter Weaving? 


Oe °@ AC A AACR A A AD CAAA re neal - 
Xx o \ 


>>> = 


fi ir 3 oy” 


and Protitean\ 


Look for the tag, carrying our name, at the end of every roll! 


a The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Olden Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Stee] Wire Cloth in all Meshes and Gauges 


Mew York City Georgetown, Conn eeane Chay 














No. 220 


Fivsdhicw 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


A) GaurtN 


nufacturing (bmpany 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren ST. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market Sr. 
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‘OHIO + 


Shoe Lasts # 
and Stands f 





ABSOLUTELY 
GUARANTEED 
AGAINST 
MADE OF BREAKAGE 
SEMI-STEEL 


WE will replace any claims for 
breakage free of charge. 
Stands finished in Red Enamel and 
Gold, lasts finished in Black Enamel. 


j They sell on sight. 
Lock bearing, strong and rigid. 
j Lasts are latest styles. One last for 
ladies’ shoes. Extra heel piece in- 
cluded for all sizes of heels. 
" The Last that lasts a lifetime. 
The Fate - Root - Heath Co. 
901 Bell St., Plymouth, Ohio 








Chair 
Tips 





No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of 
rocking chairs. 
Durable and easily 
fitted to the rocker. 





Catalog, prices and 
terms on request. 


Elastic Tip Co. 


370 Atlantic Ave. 
Boston Mass. 


No. 13. % inch 

















Coming Conventions 


(Continued from page 70) 


Missouri RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 18, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. John T. Bartlett, secretary, 
2005 Mapleton Ave., Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, IIl., Jan. 
11-17, 1931. Warren Edwards, secretary, 308 West 
Washington St., Chicago, II. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YoRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NoRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland. Headquarters 
Multnomah Hotel, Feb. 10, 11, 12, 1981. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

(Continued on page 74) 
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For the coming holi- 
day season the demand 
for Moore Push-Pins and 
Moore Push-less Hangers will 


be greater than ever. 


Your Jobber can furnish Dis- 
plays and Refills promptly. 
SryLe “F” DispLay, Contains 42 10c packets of 


Moore Push-Pins and Push- 
less Hangers. 





StyLe “G” Dispiay, Contains 48 10c packets of 
Moore Push-Pins only. 


SryLe “L” DispLay, Contains 150 10c packets of 
Moore Push-Pins and Push- 


less Hangers. 
Constantly advertised 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Philadelphia 


Established 1900 








FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 


Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction ‘regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. or core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 
ribbon os ws mortising. 


Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 














Made in two 
side spring 
Models — 
The Wide 
Pattern can 
be had in 5 
sizes — The 
Narrow in 3 
sizes. 


The Proper Grip 


A perfect hair cut is 
easily obtained when you 
use an OSTER Guide Grip 
Clipper. 


Hair Clipper users have 
proclaimed the OSTER the 
greatest improvement 

. made during the history 
» of hand clippers. Its 


* 4 9 steadiness and perfect bal- 

Ms . ance improve hair cutting 
bu skill. 

¥ Your hand is automat- 


ically guided to the proper 

grip - the. most essential 
» factor in tapering to a 
q perfect hair cut. 


It’s easier to cut hair with 
the OSTER Guide Grip Clipper. 


e a Materials and workmanship 
are of the highest standard. 


y 
<&\ - Literature and Discounts on 
\ request. 
S ' John Oster Mfg. Co., Racine, Wis. 














. 


rg 7 


3B 
BRIDGEPORT. CONN. 


WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San F » Los Angeles, Seattle 
G. M. Baird & ‘Co. Memphis, Tenn. 
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A New Poultry Fountain 





Moe’s Top-Fill Cleanable Fountain. 
Insulated Double Walls. 
Keeps water warm in winter, cool in summer, and clean 


and fresh at all times. 
One of many good items in “Moe’s Line” of Supplies. 


Write for new Catalog No. 20 


OEFT & COMPAN 


2305 Davis St. North Chicago, IIl. 














BATTERIES 


Dry batteries radio, ignition, telephone, flash- 
light, lantern—that exceed the requirements 
imposed by U. S. Government specifications. 


TUBES 


Sturdy radiotubesthatareactually, provablybet- 
ter—that make the best program a little better. 





FLASHLIGHTS 





Flashlights in a wide range of styles and sizes, 
including the Rotomatic line, with the Roto- 
matic Switch—like the safety on a firearm. 


FRENCH BATTERY COMPANY 
Factory: MADISON, WISCONSIN 
General Sales Office: 20 North Wacker Drive, Chicago 





Coming Conventions 


(Continued from page 72) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash. Headquarters 
Davenport Hotel, Feb. 4, 5, 6, 1931. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 18, 1931. 


W. Glenn Pearce, 
Building, Philadelphia. 


secretary-treasurer, 


610 Wesley 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 


Ambassador Hotel Auditorium,.Los Angeles. 


J. V. 


Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 


May 12, 13, 14, 1931. 


Walter Harlan, 


secretary- 


treasurer, 701 Grand Theater Building, Atlanta, Ga. 


SOUTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 


1931. 


Headquarters, Alex Johnson Hotel. 


Charles H. 


Casey, manager and treasurer, 2344 Nicollet Ave., 


Minneapolis, Minn. 


TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 


Headquarters, Daniel Boone Hotel. 


Armory Building. James 


Exhibition in the 
B. Carson, secretary, 708 


Mutual Home Building, Dayton, Ohio. 
WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 


kee, Feb. 3, 4, 5, 6, 1981. 
Stevens Point. 


B. Christianson, secretary, 





$5,000,000 Increase on Golf Equipment 


According to the Census Bu- 
reau’s 1930 preliminary census 
of manufactures the value of 
golfing goods made in 1929 was 
$17,908,753. This was an in- 
crease of 46 per cent over the 
preceding census year, 1927. 
Three years ago the recorded 
value was $12,263,862. The to- 
tal value of tennis goods made 
in 1929 by firms engaged as 
manufacturers was $4,690,754, 
as compared with $3,227,552 in 
1927. This was an increase of 
45.3 per cent. 

Firms engaged primarily in 
the manufacture of sporting 
goods in 1929 did a business of 
$48,900,483, which was an in- 
crease of 23.7 per cent over 
1927. For 1927 the figures were 
$39,516,476. For 1929- the -total 
is divided as follows: Golf 








goods, $17,908,753; tennis sup- 
plies, $4,690,754; baseball goods, 
$5,793,632; football, basketball, 
boxing, etc., goods, $3,898,226; 
fishing equipment, $8,572,607; 
skates, $4,873,961; gymnasium 
goods, $1,054,781; miscellane- 
ous sporting and athletic goods, 


$2,107,769. 
Golfing goods are divided as 
follows for 1929: 1,655,847 


balls, valued at $6,444,727; 2,- 
649,063 golf clubs, representing 
a value of $8,034,594, and 406,- 
648 bags, having a value of $1,- 
460,078. The report did not list 
the manufacture of firearms and 
ammunition, giving only the fig- 
ures for concerns primarily en- 
gaged in manufacturing sport- 
ing goods. It did not report on 
firms making athletic supplies 
secondarily. 
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SafetyStraps, Tool Bags, 


Lag Wrenches, Sleeve 
Twisters, Wire Grips, Mathias 


Establis 
Tree Trimmers, Belts en hal 





& Sons 





KLEIN 














DIAMOND 


Staple Puller 


A handy fence tool for any job. Strong 
and long-lived. Will stand up under severe 
strain. Drop forged of high grade tool steel. sharp ee ee e 
An invaluable all-around farm tool. 

Two oval openings for staples or nails, a 
tight grip for pulling or for splicing. 










Clear cut 





Atlas Tacks and small nails—inexpen- 


Two single hammer heads for driving. sive in price — but priceless at a time 
Wire cutter on each side. Single check in of necessity. 
back of the joint for stretching and tying 
plain and barbed wire. You should keep fully stocked with 


Atlas Tacks and small nails... they 
are a necessary item in the homes of 
your customers. The service which 
Atlas Tacks and small nails give, adds 
lasting patrons to your trade and per- 
Adjustable Wrench manent friends for you. 


Diamond adjustable Wrenches are made 


fill we oungetihsed, A eeaelt foc ovary ATLAS TACK 














purpose. 

Write for information CORPORATION 
Diamond Calk Horseshoe Co. Wy \ Fairhaven, Mass. . St. Louis, Mo. 
4622 Grand Ave. - - - Duluth, Minn. : i 














HUBBARD Socket Shank SHOVELS 


Hubbard Socket Shank Shovels have no weld to break out. 
Blade and socket are made from one piece of tempered steel. 


HUBBARD & COMPANY - MONTPELIER -: INDIANA 











SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” to handle. 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find 
a reliable salesman to represent you. 
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The TOLEDO 

Foldin 

se7 HORSE 
Stock it—demonstrate it— 
SELL it! A fast moving spe- 
cialty appealing to contrac- 

tors, road builders, municipal- 
ities, public service corporations. 
Folds compactly, stores snugly. 
Eight heights, 18" to 60". / 


Write for attractive discounts. 


‘The Toledo Fressed Steel Co ' 
































Si. Louis’ Finest Hotels 
LENNOX 


9th and Washington. Saint Louis’ 
newest, smartest. Tub and shower 
in every room. 400 Rooms—Rates 
from $3.00. 


MAYFAIR 


8th and St. Charles. The quiet atmos- 
phere of an exclusive club. 400 Rooms 
—Bath in each Room—Rates from $3.00. 


KINGS-WAY 





Operated by Kingshighway at West Pine. Oppo- 
Heiss Hotel System site beautiful Forest Park. Room and 
St. Louis, Mo. Bath for 2 from $4.00. 


























Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 














Hot of the Nail Ke 


Little yarns that others have laughed over 
As a contem- 
“Some of them have been \ 
copied, the rest will be.” 


culled from various sources. 
porary puts it: 












Teacher (sternly): “This 
essay on ‘Our Dog’ is word 
for word the same as your 
brother’s.” 

Small Boy: “Yes, sir; it’s 
the same dog.” 


“IT am satisfied of one thing 
at last; I found where my 
husband spends his even- 
ings,” remarked Mrs. Gada- 
bout. 

“You don’t say so, dear; 
how did you find out?” ques- 
tioned the excited Mrs. Gos- 
sip. 

“I stayed at home one 
evening last week and found 
him there,” answered the sat- 
isfied lady. 


Old Man Jones had set his 
heart on possessing a very 
fine but somewhat costly 


‘knife in the local hardware 


store, and finally, by much 
economy, he managed to pur- 
chase it. 

One day, at a picnic on the 
cliffs, a friend accidentally 
dropped the knife into the 
sea, and with fear and trepi- 
dation broke the news to 
Jones. “Your—your knife 
just fell into the sea!” he 
said. 

“Qh, that’s all right,” said 
Jones. “Accidents will hap- 
pen!” 

The friend was relieved at 
the nonchalant way Jones 
took it, and later was very 
much surprised when Jones 
said: “Say! Where’s my 
knife?” 

“Why, I told you it fell 
over the cliffs into the sea,” 
the friend said. 

“My KNIFE did!” shrieked 
Jones, jumping up in a terri- 
ble stew. “My knife! I—I 
thought you said my wife!” 








A local hardware dealer 
recently delivered an order 
to a private “Hospital for 
Mental Cases” in the suburbs, 
and took his little boy along 
for the ride. 

Some weeks later, while 
the dealer was taking his 
family to the beach on the 
suburban train, the little boy 
grew very excited. 

“Look, papa! Look!” he 
shouted, to the great amuse- 
ment of everyone but papa. 
“There’s the asylum you 
were in!” 


Mr. Brown rushed into the 
hardware store with murder 
in his eye. 

“Say! That paint you 
sold me yesterday was no 
good!” he thundered. “It 
made a terrible looking job.” 

“But—er—did you put on 
two coats as I suggested?” _ 

“I certainly did!” 

“Did you give the first coat 
plenty of time to dry?” 

“Well, I was kind of in a 
hurry, so I mixed both coats 
together and put them on in 
one operation to save time, 
but—” ; 

But the hardware man had 
fainted. 


The buxom woman was 
standing in the street car, 


holding to a strap. The 
cantankerous looking man 
was seated, reading. The 


car swung and she stepped 
on his foot. 
“Madam,” he barked, “will 
you please get off my foot?” 
“Put your foot where it 
belongs,” she replied sharply. 


“Don’t tempt me, madam, 
don’t tempt me,” he coun- 
tered. 
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.STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF 
CONGRESS OF AUGUST, 24, 1912. 


Of HARDWARE AGE, published weekly at New York, N. Y., 
for Oct. 1, 1930. 
State of New York, County of New York, ss. 

Before me, a Notary in and for the State and county 
aforesaid, personally appeared E. P. Beebe, who, having been 
duly sworn according to law, deposes and says that he is the 
Assistant Treasurer of the Iron Age Publishing Co., Publishers 
of HARDWARE AGE, and that the following is, to the best 
of his knowledge and belief a true statement of the ownership, 
management (and if a daily paper, the circulation), etc., of 
the aforesaid publication for the date shown in the above 
caption, required by the Act of August 24, 1912, embodied in 
section 411, Postal Laws and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of the publisher, editor, 
managing editor, and business managers are: Publisher, Iron 
Age Publishing Co., 239 West 39th Street, New York City; 
Editor, Llew S. Soule, 239 West 39th Street, New York City; 
Managing Editor, Chas. J. Heale, 239 West 39th Street, New York 
City; Business Manager, George H. Griffiths, 239 West 39th 
Street, New York City. 

2. That the owner is: (If owned by a corporation, its name 
and address must be stated and also immediately thereunder 
the names and addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If not owned by 
a corporation, the names and addresses of the individual own- 
ers must be given. If owned by a firm, company, or other un- 
incorporated concern, its name and address, as well as those of 
each individual member, must be given.) United Publishers 
Corporation, 239 West 39th Street, New York City. 

Stockholders of United Publishers Corporation owning in excess 
of 1 per cent: United Business Publishers, Inc., 239 West 39th 
Street, New York, N. Y. 

Stockholders of United Business Publishers, Inc., owning in 
excess of 1 per cent: C. S. Baur, Flushing, L. L, N. “ 
George H. Buzby, Philadelphia, Pa.; Anna B. Frank, Pleasant- 
ville, N. Y.; Fritz J. Frank, Pleasantville, N. Y.; Lee, Higginson 
& Co. Partnership), New York, N. Y.; C. A. Musselman, Phila- 
delphia, Pa.; A. C. Pearson, Montclair, N. J.; Lelia C Pearson, 
Montclair, N. J.; Frederic C. Stevens, 325 West End Ave., New 
York, N. Y.; (A) Frederic C. Stevens Co., 23 Prospect Terrace, 
Montclair, N. J. 

Note (A)—Stockholders of Frederic C. Stevens Co.: Velma S. 
Stevens, 325 West End Ave., New York, N. Y.; F. C. Stevens, 
Jr., 325 West End Ave., New York, N. Y.; Velma I. Stevens, 
325 West End Ave., New York, N. Y.; Frederic C. Stevens, 325 
West End Ave., New York, N. Y.; Ruth S. Kane, Montclair, N. J. 

3. That the known bondholders, mortgagees, and other se- 
curity holders owning or holding one per cent or more of total 
amount of bonds, mortgages, or other securities are: (If there 
are none, so state.) None. 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders and security holders as they 
appear upon the books of the company but also, in cases where 
the stockholder or security holder appears upon the books of 
the company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee is 
acting, is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which stockholders and 
security holders who do not appear upon the books of the 
company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no 
reason to believe that any other person, association, or cor- 
poration has any interest direct or indirect in the said stock, 
bonds, or other securities than as so stated by him. 

. P. BEEBE, Assistant Treasurer. 

Sworn to and subscribed before me this 7th day of October, 
1930. 


[Seal] Julia C. H. Allen, Notary Public, Queens County. 
1932. 


(My commission expires March 30, Clerk’s No. 170, 


Register’s No. 2A-131.) 





Thermofan Heater 


The American Foundry 
Equipment Co., Mishawaka, 
Ind., offers the Thermofan 
electric heater, employing the 
same principle of positive, 
mechanical air circulation em- 
ployed in the ordinary fan, 
forcing either hot or cold air 
to the spot where it is needed. 
It consists of an_ electric 
heating element cast integrally 
with a unique aluminum radi- 
ator designed so that entirely 
free passage of air is per- 
mitted. Behind the heating 
element is a silent motor and 
fan, which disseminate the 
warm air to every part of the area to be heated. It keeps all the air 
in constant circulation. The maker states that the Thermofan will 
raise the temperature in a space of 1000 cubic feet at the rate of 
one degree per minute. For the summer time the heater may be 
utilized as a silent cooling fan. The entire unit is contained in a 
beautiful modernistic case, available in five different colors. Weight 
is 12 Ibs. It is made for either 1000 or 1600 watts, from 110 to 115 
volts, A.C. or D.C. Suggested retail selling price is $39.50. 








50 years on a DOOR 


good for 50 years more 











Notabene 

The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 











Some Slants on Selling More Hardware 











New Angles That Have 
Paid Big — 


HERE’S a reason why some hardware merchants 


get along better than others. The difference is in 
their methods. Right methods are the result of experi- 
ence, judgment and resources. 
Half a century of specialization in the problems of retail 
merchandising has given the Heller organization a wealth 
of information on the science of profitably selling hard- 
ware. We have examined the reasons for both success 
and failure. 
If you are a hardware merchant, if you are ambitious, 
if you are open minded—send today for this book. It 
will be sent without cost. 


HELLER -x. 
W. C. HELLER & CO. 


700 Bryant St., Montpelier Ohio 
N. Y. Office: 20 Vesey St., Suite 500 


Business 
Building 


Sign in the Margin. 
Tear out this ad and 
mail today. 10A 
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MODERN STOVE PIPE 


goes hand in hand with the modern 
kitchen. Women have banished the 
dark, rusty pipe as they have other 
dinginess in their “workshop.” Be a 
modern merchant and sell 


Chromium Plated Stove Pipe 
Nickel Plated Stove Pipe 
Aluminum Stove Pipe 





Bright, durable, rust-resisting. Easy to clean. 
A few Manufacturers’ Agencies open. 








BALLONOFF METAL PRODUCTS CO. 
gna ered 


Cleveland, Ohio 
STEEL PULLEYS 








61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 








TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 
Superior in every way to cast 
iron pulleys. Sold at equal 
or lower prices. 
See your jobber or write direct 
for prices and information. 
Jobber’s inquiries invited. 
“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. I: 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 
Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


Hart & Cooley Mfg. Co. 
(Formerly Scheeler’s Sons) Est. 1869 


Successors to poe hh Mfg. Co. 
518 Terrace ‘Buffalo, N. Y 




















Armstrong Bros. Adjustable Pipe Dies 


Made of Special Vanadium Tool Steel, these dies incorporate every desirable 


feature: Correct Cutting Angle or Rake; “Backed Off’’ Chasers or —s 
Tee Correct roat Angle; and Ample Chip Clearance. Cut faster, 

easier and cleaner and back off smoothly without jamming or tearing. 
Try a pair and you will use no others. Fit all standard stocks of the 


Adjustable type. 
WRITE FOR CATALOG P-10 


ARMSTRONG BROTHERS TOOL COMPANY 
“The Tool Holder People” 
314 N. Francisco Avenue Chicago, U. S. A. 


! 
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“The Hardware Dealers’ Magazine” 
Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 
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BIG SELLER 


In Tire Chain Season 


Opens and closes 
chain links with 
little effort. 





66 ° 993 e » e 
Necessity”’ Tire Chain Repair Tool 
Makes a tire chain repair in a few seconds any time, any- 
where, without removing chain or deflating tire. Indis- 
pensable to the tool kit. Guaranteed for a year. ASK 
YOUR JOBBER. 


M. W. ROBINSON CO., 28 Warren St., N. Y. C. 








SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) = a OO) .4 8) 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality forits particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. 








When a Soldering and Tinning FLUX 
has been on the market 23 years, and 
has the endorsement of: Queen Incu- 
bator Co., Warren Stamping Co., Gen- 
eral Electric Co., Buick Motor Co, 
Atwater Kent Co., and other companies 
of equally high standing, it is certainly 
worth investigating. Your request will 
bring evidence in the form of literature 

and proof in the form of FREE 
Samples. 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 

















& SESSIONS CO. 


CLEVELAND, OHIO 





Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 








SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 





















‘The symbol of 


quality in chain 


in bulk or made into 
Concentrate on this profi 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldiess chain. 

AMERICAN CHAIN CO., Ine. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chaine 














HOW BIG? HOW DEEP? 


Those holes you or your customers want to dig in the 
earth, post holes, well boring, soil testing, boring for 
sand, clay, gravel, phosphates, etc., can be bored easily, 
rapidly and cheaply with the IWAN Post Hole & Well 
Auger. 

Sizes 2 to 16 inch diameter, 8 inch. 
most popular size for general use. 
None , Senuine without “IWAN 
BROS,” cast on the handle casting. 


We also make the IWAN Hercules post 
hole digger, a good two-handled digger. 
These are two good tools for all hardware 
dealers to sell. Get them from your jobber. 


IWAN BROS. 


SOUTH BEND, IND. 


Manufacturers of post hole augers and 
diggers, hay knives, tile drain cleaners, 
sidewalk cleaners, barn serapers, revolving 
chimney tops, ete. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 








Advertising Executives 


The Advertising Men's Post of the American Legion—Free 
Employment Service, has several members who can qualify 
for the position of Advertising Manager, Sales Manager, Pub- 
lisher's Representative, etc. 


Please send a statement of your requirements to J. W. 
Byrnes, Chairman of the Committee, at the address given below. 


Before you are requested to interview any man, the com- 
mittee, composed as follows, will make a preliminary examina- 
tion of his qualifications in the light of your needs: 


F. MULLEN, J. RODGERS, 
National Broadcasting Co. McGraw-Hill Co. 
F. H. RALSTEN. 
A. pigh mm Co. F. H. Ralsten Co. 
i ter Thompson Co. G. BLOCKL, we 
H. G. SCHUSTER, ousekeeping 
Chicago Daily News ote aa ine 


Willen  — & 


RALPH NIECE, 
Cresmer Co. 


Nation’s Business 


Address: 
Advertising Men’s Post American Legion, 
So. Water, Chicago, Ill. 


J. E. Byrnes, Chairman, Employment Committee, 
oom 1305—66 E. 














HARDWARE MAN, 29 years, married, with nine years’ experience in 
modern hardware store, competent in all lines, employed as store manager, 
desires change about March Ist, 1931, or sooner, if desired. Have execu- 
tive ability and am interested in modern line organization in towns of 
25,000 to 50,000 in middle west, south or south western states. References 
furnished. Address Box I-966, care of HarpwarE Ace, New York City. 

HELP WANTE 





SALESMAN, forty-three years of age. Ten years’ experience covering 
Hudson River Valley for Hardware, Housefurnishing, Sporting s and 
Toy house. Seven years with present firm. Employed at present but 
desires change. Also several years specialty line. Can furnish best refer- 
ences. Address Box 1-952, care of Harpware Ace, New York City. 





EXPERIENCED hardware and housefurnishings man seeks permanent 
business connection. Have had my own successful retail store and have 


also sold both goods and services to retailers. Live wire on selling, adver- 
Can offer 


tising, display, etc. Married and have three _ children. 
worthwhile references. G. DUNCAN MacLEOD, 680 Warren St., 
rooklyn, 





YOUNG MAN, age 24, with five years’ experience, traveling Ken- 
tucky, Alabama and Tennessee, for well known manufacturer of farm im- 
plements, desires position with a well known jobber or manufacturer. 
Available October 1. Can furnish best of references. Address Box I-962, 
care of Harpware Ace, New York City. 





MAN with twelve years’ experience and having a large personal follow- 
ing in Hardware, Paint and Housefurnishing stores on Long Island desires 
ition as salesman with manufacturer or large jobber in this section. 
mployed at present but wishes to make a change. Address Box I-969, 
care of Harpware Ace, New York City. 





RETAIL Hardware Man, 15 years’ experience Shelf. and Builders’ 
Hardware, tools and paints, desires a permanent connection in or near 
New York City. References. Address Box I-926, care of HArpwAre AGE, 
New York City. 


POSITION WANTED-—Salesman, age 33, married, six years’ experi- 
ence in retail hardware store and six years’ selling to the retail trade. 
Wishes position with wholesale house or manufacturer. References furnished. 
Servet confidential. R. F. FRAAS, JR., 2894 Grand Concourse, 

ronx, : 








HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





wanted for store in Northern Montana. Prefer 
38. Salary to start, $140.00 per month, with 
Unusual opportunity for man who will 


HARDWARE MAN 
married man, between 28 and 
advancement as results warrant. 








work hard for the interest of the store. All letters confidential. Address 
Box I-981, care of Harpware Ace, New York City. 

BUSINESS OPPORTUNITIES 
Set Solid, Minimum of Five Lines..........++++:+ obesaae ssces - O20 
By SG Ns bred viccnccbccvvccesibnessce’ eccvcecece 5.00 


Four Consecutive Insertions, 10 Per. Cent Discount 





WILL buy an established retail hardware concern. Prefer eastern 
location. Must be willing to discount for cash. Write full particulars. 
Address Box 1-977, care of Harpware Ace, New York City. 








BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five riereansenly snatch teicmbiieh deepatetegn 1 $3.00 
1-Inch Box Display....... errr re eeccccccccs Coccccccccces 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 





HARDWARE INVESTMENT OPPORTUNITY—Owner of an old and 
well established hardware business, located in East Tennessee, desires an 
associate stockholder, who is able to make a substantial investment and 
shoulder part of the responsibility of managing the business; one having 
general mercantile or hardware experience, especially in financing, the 
handling of credits and a preferred. Address Box I-978, care of 
HarpwarE AGE, New York 





SCREW-HOLDING Screw Drivers! Remove, insert screws from in- 
accessible places! Factories, garages, electricians, mechanics, auto radio 
owners buy on sight! Exclusive territory. Free Trial! Manufacturer 1697. 
Winthrop Building, Boston, Mass. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines......... $3.00 
1-Inch Box Display..........+.+ Sesveceecere pb be0b eho ss cove 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 





ROPE SALESMEN WANTED—100 per cent pure Manila 15Sc. 
lb. basis. Fast selling side line, five per cent commission. URITED 
FIBRE COMPANY, 82 South Street, New York City. 


SALES ACCOUNTS WANTED 


Set, Solid, Minimum of Five Lines.......scccccceccssescscess $3. 
l1-Inch Box Display..........+++:+ perc ccecoccccccececcocses 5. 
Four Consecutive Insertions, 10 Per Cent Discount. 





33 








Manufacturers Agents, New York City 


Hardware, Housewares, Woodenware, etc., desire selected lines of 
manufacturers seeking business in the difficult Metropolitan fjeld; 
commission, consignment basis. Sales, Stock and Distribution SER- 
VICE under one capable experienced and responsible organization. 
Pxecutive and sales staff has close contact with Jobbers, large re- 
tailers, Department Stores, Exporters, Purchasing companies. Cen- 
trally located, fireproof warehouse adapted for bulky goods; full 
service Jan. 1, 1931; first class references. Address Box I-975, 
care Hardware Age, New York City. 














COMMISSION LINE WANTED 


A Pacific Coast manufacturer of electric products, established 
sixteen years, wants a quality line for their six men covering all 
territory from Utah west. 

Our line is short and almost entirely a fall season proposition, 
so we are in a position to give aggressive sales effort on any line 
we secure. We call on hardware, furniture, crockery, electric ap- 
pliance and department stores and all wholesalers in these trades. 
Address Box 1-980, care of Hardware Age, New York City. 











& 





NATIQNALLY known salesman and merchandiser desires to represent 
a manufacturer of tools, cutlery, hardware and household specialties, toys, 
Pacific Coast territory, California, 


auto-accessories; commission basis; 
Oregon, Washington. Wants merchandise for distribution oy h job- 
bing houses, department stores and large retail channels. nancial 


rating. Can furnish A-1 references as to qualifications he ge character. 
Services from January Ist, 1931. Address Box I-963, care of Harpware 
Ace, New York City. 





MANUFACTURERS Sales Agency. A selling organization represent- 
ing four_manufacturers of hardware and builders’ lines for 15 years is 
in a position to take on an additional line going to jobbers, department 
stores and similar outlets. Have specialized in the introduction of builders’ 
hardware specialties through architects and builders. Prepared to carry 
small service stock and to make attractive ground floor sales display. Very 
vo. references. Address Box I-972, care of Harpware Ace, New 

ork City. 





FACTORY SALES FORCE covering Middle West can use an addi- 
tional line for their salesmen, calling upon hardware, furniture, depart- 
ment, and variety trade. Line must be staple and have merit. Address 
Box I- 979, care of Harpware AcE, New York City. 





A SALES organization wishes to take on hardware and kindred lines 
for distribution in New York and vicinity to the hardware trade, con- 
tractor and industrial consumer. Excellent references. Address Box I-976, 
care of Harpware Ace, New York City. 








LET US Help You Word Your “Want.” 


eae 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is p 





hliched 4 


*No allowance “ill be made for errors or failure to insert. 


and not as a part of the advertising contract. Every care will be taken to index correctly. 
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““Here’s The Rule You Need”’ 
The FARRAND RAPID RULE 


The Original Rigid—Flexible—Concave Rule 


coli 


The most remarkable practical invention in years. 

It is modernizing old methods of taking meas- 

urements. FARRAND rules are still giving efh- 

cient service after three years of constant use. 

One sale makes another. Now produced in three 

models, listing at $5.00, $3.75 and $3.00. 
DISTRIBUTED THROUGH WHOLESALERS 

Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 








CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 


Set Screws 


TIT 


Cap Screws 

Thumb Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts “ 

Tire Bolts 

Sink Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

U. S. S. Nuts 

S. A. E. Castellated Nuts 

S. A. E. Plain Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 

Tachometers 
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The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 




















DISPLAY CABINET D19 


—-~REFILLS 
D19 y whet Sells 
y i YS gross sets: 
ifaw for 
= and %". $9 







Cost dealer $9 per gross sets, sell for $14.40 


DOMES of SILENCE 


are Nationally Advertised 


QUICK SELLERS. 
You're sure of a good profit also. 


Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 

If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, Felt 
Slides, Radio Felt Feet, Insulated Slides, etc. 


DOMES of SILENCE, INC. 


35 Pearl Street New York City 














Since the Wright 
Rooster  trade- 
mark was intro- 
duced, consum- 
ers look for it in 
their poultry 
netting. Those 
who have used 
Superior Brand 
demand it when 
they are in the 
market for more. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 


























HARDWARE AGE for OcTOBER 16, 1930 



















This new poultry netting will give you the opportunity 
of securing a greater volume of netting sales than ever 
before. Your trade will be quick to appreciate the 
many exclusive features and advantages offered in this 
new Netting. 


ew Sales Recon’s 





An innovation in Poultry Netting—the unique construction of Combination 
Netting gives all that is desired. The line wires for the first 12 inches are 
spaced 1 inch apart, the second 12 inches, 14% inches apart, and the balance, 
2 inches apart. The line wires on Combination Netting as well as on Sterling 
Regular Straight Line Netting, run the full length of the roll. These line 
wires are locked together by the mesh wires so securely that they cannot slip, 
spread, or unravel. The netting will not bag or sag when unrolled and 
erected. The full strain of the stretching falls on the straight line 
wires. It can be taken down and erected time and time again with perfect 
results. It looks better—is easier to erect—needs fewer posts—and does 
away with the necessity of top and bottom boards. It is not necessary to 
erect an all one inch netting, or both 1 inch and 2 inch netting to get com- 
plete protection. Sterling Com- 
bination will give better pro- 
— ANN _ tection at a lower cost. Fur- 
EP a Sil Ml nished in 42”, 48”, 60” and 72” 
RRR heights and 19 and 20 gauge. 
ae ae 

STIR TATN The Northwestern Barb Wire 
VAVAUAWAWAVAWAN \ Company are Fabricators of — 


STRAIGHT LINE NETTING 
POULTRY FENCE 
FIELD FENCE 
BARB WIRE 
CORN CRIBS 
ORNAMENTAL LAWN FENCE 
ORNAMENTAL GATES 
FARM GATES 


RED HEAD-GOLD BAND 
(SPIRAL WRAPPED) BALE 


























See your jobber for information TIES 
and prices on this new Netting, or SMOOTH WIRE 
NAILS 


write us. 














HARDWARE AGE for OCTOBER 16, 1930 
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FOLDABRUSH SHAVE KIT 

It's NEW! [Its UNIQUE! 
It’s the 

GIFT DE LUXE! 


A complete shaving outfit, including unique 
folding brush, which packs easily into a vest 
pocket case. 

The FOLDABRUSH Shave Kit includes a 
standard NEW Gillette razor and blade, a 
cleverly contrived refillable cream container ett? NEW FOLDABRUSH 
which can be filled with any preferred brand pocket, Rich cherry and black 
of shaving cream, and a FOLDABRUSH, a Sata ureter” “goneeram and 
brush which fits into the Kit flat, yet folds 

into a soft, thick shaving brush. The entire 

outfit fits into a beautiful case, vest pocket 


size. 









Dealer’s Discount 407% 


Prices given above are retail figures. Dealers 

are entitled to a discount of 40% from these 

prices. Order FOLDABRUSH Shave Kits 

from your jobber. If not yet in his stock, 

order from us direct. Send for trial assort- 

ment of 6 nickel finish, 2 gold and 2 each of Mlustration. below at ler 

colored enamel, or specify your own assort- fit’ case Brush oon. be 
dried quickly. At right 


ment. the FOLDABRUSH ready 
to use. 










Patent Applied For 





Complete FOLDABRUSH 
Shave Kit open, showing con- 
venient compact arrangement 
< ‘re with brush lying 
a 





Standard NEW gold Send for sales building display card showing 
ee all models in full color. Get this beautiful 
practical silent salesman at work for you on 

Ret your counter and in your window. It will ‘ 


give you an advance sale of FOLDABRUSH 
Shave Kits. Nationally advertised in the 
Saturday Evening Post and 12 other leading 
magazines. 








wall]. 


FOLDABRU: 
RUSH Refllable shaving Old Colony Distributing Co. 


cream container 
Dept. HA 


SHAVE KIT 
665 Atlantic Ave., Boston, Mass. 


MADE IN U.S.A 
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